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E Pluribus Unum... 


| 


‘Casual’ Call by Strouse and Reeves — 
Nets Schlitz Business for Thompson — 


Cuicaco, Jan. 25—The phone|have been named yet to work on 


rang on Managing Editor Jack | 


Graham’s desk. Don Morris, as- 
sistant managing editor, picked it 
up. 
“Milwaukee calling Mr. Gra- 
ham,” said a long distance opera- 
tor. “Mr. Graham isn’t at his desk,” 
said Morris. There was a pause. 
Then a pleasant, surprisingly 
youthful voice: 

“Mr. Morris? This is Erwin Uih- 
lein, president of Schlitz. I prom- 
ised Mr. Graham I would tell 
him what he wanted to know as 
soon as I could. Here it is: 

“Erwin C. Uihlein, president of 
Schlitz Brewing Co., Milwaukee, 
today announced the appointment 
of J. Walter Thompson Co. as the 
Schlitz agency.’ 

“That’s all I can tell you now.” 


® Thus did the “Schlitz case” 
come to a quick and definite— 
albeit unexpected—close today. 

Thompson will handle the ac- 
count from its Chicago office, but 
will make the most of its wide- 
spread facilities, not forgetting 
some 14 field service offices orig- 
inally set up to work with Ford 
dealers, but since broadened to 
provide service to other Thompson 
clients. 

The change will take effect of- 
ficially March 1. No _ personnel 


the account, but John Toigo, who | 
landed Schlitz for Biow-Beirn-| 
Toigo a couple of weeks ago, will | 
have no connection with it. 

Wednesday Thompson resigned | 
Eastside beer (a West Coast prod-| 
uct owned by Pabst and handled | 
in the Los Angeles office) in line 
with an understanding reached 
with Pabst when it took Eastside 
last month that it would resign 
the account if it could acquire a 
national beer account. 

(The day before, JWT men had 
made an ad plans presentation on 
Eastside and it had been okayed.) 


® Pabst now has to find an agen- 
cy to replace JWT of course, but 
a quick phone check by AA 
brought the information that no 
agency had been picked yet and 
that “there’s no particular rush 
about it.” 

The facts of the account’s ac- 
quisition by J. Walter Thompson 
Co. were commonplace and unex- 
citing, compared to the dramatic 
and unexpected switch to Biow- 
Beirn-Toigo between Christmas 
and New Year’s, and the spectacu- 
lar renunciation of the account 
last week by Milton Biow. 

Ever since it lost Ballantine in 
February, 1955, Thompson has 

(Continued on Page 79) 


Networks’ Time Option Rules Are 
Under Study, FCC Head Reveals 


Hyde Hits Colleagues, 
Says Failure to Handle 
UHF Is ‘Real Freeze’ 


WaAsHINGTON, Jan. 26—Option 
time rules enabling networks to 
reserve blocks of time on affiliated 
stations emerged today as one of 
the “hot potatoes” in the Federal 
Communications Commission’s 
new study of network operations. 

In a progress report to the Sen- 
ate committee on interstate com- 
merce, FCC Chairman George C. 
McConnaughey said non-network 
organizations contend that the ex- 


‘Better Living’ Is 
2nd Store Book to 


Cut Rate, Guarantee 


New York, Jan. 26—Better Liv- 
ing, the supermarket book pub- 
lished by McCall Corp., has re- 
duced its guarantee from 2,300,000 
to 2,000,000, effective with the 
April issue. 

The magazine also will increase 
its cover price from 5¢ to 7¢ at 
that time. Reduction of the guar- 
antee, said the magazine, stems 
from a change in Canadian dis- 
tribution from 300,000 to 115,000. 
B&w pages are being reduced 

qfrom $6,800 to $5,905. 

A Better Living official said the 
magazine does not yet have audited 


(Continued on Page 82) 


isting option rules prevent them 
from obtaining preferred hours for 
national advertisers. On the other 
hand, networks answer that they 
cannot operate without these rules. 

Chairman McConnaughey said 
the commission wants to know 
whether rule changes are needed 
to improve the relationships of 
networks and stations and to stim- 
ulate more competition among net- 
works and between networks and 
non-network organizations. 

“In considering whether to 
change its rules,” he said, “the 
commission must determine the 
effect of such changes on the 
broadcast structure.” 


® While FCC appreciates the con- 
tribution networks are making to 
the growth of television, he said, 
the commission wants to know 
whether the limited number of 
networks in existence operates to 
stifle competition. 

To this end, he said, the com- 
mission intends to study the pros- 
pects of additional service. Among 
the factors that must be studied, 
he indicated, are the number of 
networks which advertising will 
support and whether the invest- 
ment and risk in network opera- 
tions are so _ disproportionately 
large as to discourage entry of new 
network competition. 

“In this connection, the study 
must consider (1) the number of 
advertisers desiring network ad- 
vertising, (2) the point at which 

(Continued on Page 79) 


|At NAEA Meeting... 


THE BIG 
SURPRISE 


Sackheim, Margulies 
Are Hit by $500,000 
Shoppers Club Suit 


New York, Jan. 27—Around the 
World Shoppers Club—already the 
focus of a $1,950,000 damage suit 
—now is involved in an additional 
$500,000 suit, which may go to 
trial in Trenton this spring. 

William S. Roach, former ex- 
ecutive of Around the World 


SHINER—Da-Light Screen Co., Chi- 
cago, is stressing “startling Te-|Shoppers Club, instituted the 
alism” in its 1956 campaign. This | $500,000 action against David W. 
four-color ad will appear in the| Margulies and Maxwell B. Sack- 
April issues of photography maga-| heim, also executives of the club. 
zines. Gourfain-Cobb, Chicago, is| Mr. Roach charges (1) “misappro- 

the agency. priation” and “diversion” of funds 


and (2) using money for adver- 
a tising “without consideration to 
Merger Lifted the needs therefor but substan- 
i ht i 
Liability’ from 
. 
Curtis: Babcock 


tially to get advertising fees and 

commissions.” Mr. Sackheim is 

board chairman of the advertising 
agency bearing his name. 

In a reply and counterclaim to 
the Roach action, Mr. Margulies’ 
lawyers assert that Mr. Roach 
“was not faithful nor loyal” in the 

PHILADELPHIA, Jan. 26—Richard 
J. Babcock, president of Farm 
Journal Inc., spent three days on 
the stand this week in defense of 
his corporation’s acquisition of the 
circulation of the Curtis Better 
Farming (formerly Country Gen- 
tleman) and the right to the name. 


performance of his duties, that he 
His statements followed brief 
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THE NATIONAL NEWSPAPER OF MARKETING 


‘It's Time to Measure, Sears and 
Strouse Tell Newspaper Ad Managers 


JWT Head Hits Retail 
Rate Advantage; Hecht 
Wants Media Comparison 


(For other news and pictures of 
the NAEA meeting see Pages 8, 44) 

Cuicaco, Jan. 25—Fresh from 
logging in the biggest sales year 
in their history, 800 newspaper 
advertising executives sat in con- 
vention here and received, among 
the bouquets, a couple of hot pota- 
toes from the client end. 

Serving the vegetables at the 
Newspaper Advertising Executives 
Assn. meeting were representatives 
of J. Walter Thompson Co. and 
Sears, Roebuck & Co. Though cov- 
ering somewhat different subjects, 
each spokesman dropped a delicate 
problem in NAEA laps, and called 
for formation of a committee to 
solve it: 


® Norman Strouse, president of J. 
Walter Thompson Co., urged the 
newspaper medium to join the 
rest of the economy in setting up 
goals extending at least as far as 
1965. One such goal, said Mr. 
Strouse, should be the correcting 
of “inequities” in the national vs. 
retail rate differential. He called 
for formation of an “outside study 
group” to investigate the rate 
problem and come up with a for- 
mula. 


® Fred C. Hecht, general retail 
merchandise and sales manager of 
(Continued on Page 82) 


“unlawfully appropriated” prop- 
erty belonging to the club and that 
testimony by Robert E. MacNeal, 
president of Curtis Publishing Co., 


he was discharged for “miscon- 
duct.” 

In addition, Mr. Roach was 
charged with the illegal with- 
drawal of $18,178 from a Zurich 

(Continued on Page 83) 
publisher of the old Country Gen- 
tleman, at the resumption of the 
defense against the government’s 
charges before the Federal Trade 
Commission that the acquisition 
was a violation of Section 7 of the 
Clayton Act. 

The hearing ran through the 
week and is expected to end about 
the middle of next week, with tes- 
timony by advertising agency ex- 


(Continued on Page 82) 


Revlon Revels, Bishop Balks When It Comes 


to Evaluating Effectiveness of Television 


New York, Jan. 25—Joy reigned , ending Oct. 31, 1955, Hazel Bishop 
in the offices of Revlon Inc. this| reported a net loss of $460,177 and 
week as the company announced a| net sales for the year at $11,462,- 
54% sales gain in 1955 and total) 020, a slide of nearly $750,000 be- 
sales of $51,600,000 last year. low 1954 sales. Simultaneously, 

A few blocks to the east, in the however, Raymond Spector, board 
offices of Revlon’s major competi-|chairman, reported that sales in 
tor, Hazel Bishop Inc., the picture | the fourth quarter just ended were 
was not as rosy. For its fiscal year | $4,007,010, the highest quarter in 


Last Minute News Flashes 


Eldridge, Swanson Retire at Campbell Soup 

CampeNn, N.J., Jan. 27—Clarence Eldridge, exec vp in charge of 
sales, advertising, marketing and research, and W. Clarke Swanson, 
vp in charge of frozen food marketing, Campbell Soup Co., are retir- 
ing from active duties as of Feb. 1, the company will announce Mon- 
day. Both will continue to serve the company as marketing consult- 
ants. Reportedly Mr. Eldridge is joining George Fry & Associates, 
New York management consultant, as vp. 


Norman, Craig Will Handle Democratic Campaign 


WaAsHINGTON, Jan. 27—Norman, Craig & Kummel, New York, has) 
been appointed to handle advertising for the Democratic National | 
Committee. The committee has estimated the account at $7,500,000— | 
$5,000,000 in radio and tv. 


BBDO Gets Forstmann, Hat Corp.; Promotes Cashin 

New York, Jan. 27—Hat Corp. of America has named Batten, Bar- 
ton, Durstine & Osborn to handle its Cavanaugh hat division, effective 
April 1. Previously, the company named Grey Advertising to adver- 
tise Dobbs hats and Henry Bach Associates to handle Knox hats. 
Forstmann Woolens likewise is moving its account to BBDO—from 
Monroe F. Dreher Inc. Edward A. Cashin, a member of the BBDO 
board since last Februrry, has been named an exec vp of the agency 
and a member of the executive committee. He now has charge of 
client relations. 


(Additional News Flashes on Page 83) 


Bishop history. 


= The medium of television re- 
ceives a bouquet of orchids from 
Revion and a patch of crabgrass 
from Hazel Bishop, as the two 
companies explain its part in their 
sales. 

President Charles Revson of 
Revlon refers to the “unprecedent- 
ed public acceptance of Revlon’s 
television program, ‘The $64,000 
Question,’ which has remained as 
No. 1 program since its fourth 
week on the air last June.” 

Mr. Spector, in the second para- 
graph of his statement to stock- 
holders, writes: “In order to offset 
new and heavy competition in the 
lipstick business, your manage- 
ment contracted for a special net- 
work television campaign, which 
cost over $1,600,000. Due to circum- 
stances beyond our control, this 
campaign did not begin to meet 
our expectations, and proved very 
unproductive.” 

This was a reference to Hazel 
Bishop’s participation in the Na- 
tional Broadcasting Co.’s color tv 


(Continued on Page 79) 
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Consent Settlement Won't Put 
AT&T Qut of Phonebook Ads 


U. S. Settlement Also 
Provides IBM Must 
End Lease-Only Deals 


WASHINGTON, Jan. 25—The 
sweeping consent decree curbing 
the activities of Western Electric 
and American Telephone & Tele- 
graph Co. spares AT&T’s activities 
in the telephone directory adver- 
tising business. 

Hailed by Attorney General 
Herbert Brownell as “unprece- 
dented in breadth and duration,” 
the decree requires AT&T to issue 


licenses under its patents at rea- | : : : 
| major settlement, involving a four 


sonable fees to all comers. In ad- 
dition it prohibits Western Electric 
and AT&T from engaging in any 
business other than that of fur- 
nishing communications services 
which are subject to government 
regulation. 

The sole exceptions are that 
they may furnish services or facil- 
ities to the government; carry on 
experimental work; furnish cir- 
cuits to other common carriers and 


Co-op Ad Costs 
Found Deductible 
from Excise Tax 


WASHINGTON, Jan. 25—Manufac- 
turers of consumer goods which 
are subject to federal excise taxes 
have been advised by the Treas- 
ury that they can cut their tax 
bill by keeping co-op advertising 
funds in special accounts. 

The Treasury’s statement clari- 
fies a tax technicality which has 
tripped up many advertisers who 
handled their co-op without con- 
sulting the government techni- 
cians. 

The issue involved is this: Can 
contributions to co-op advertising 
funds be treated as reductions in 


the sales price and excluded from | 


this price in computing the federal 
excise tax? 

As far back as 1932 the revenue 
service ruled that money collected 
from dealers could be excluded 
from selling price so long as it was 
kept in a special fund and was 
spent exclusively for local adver- 
tising. 

In the 1932 ruling, the revenue 
service held that national adver- 
tising is an expense of the manu- 
facturer and must be borne by 
him. And in 1945, in F. W. Fitch 
vs. the U.S., the courts ruled 
that manufacturers cannot exclude 
their advertising costs in comput- 
ing the price subject to excise tax. 


# Under the new policy now ac- 
cepted by the Treasury, the dis- 
tinction between local and nation- 
al advertising is eliminated, so far 
as the use of dealer funds is con- 
cerned. 

The tax benefit, however, is 
available only if the manufacturer 
makes a separate charge to his dis- 
tributor for advertising and the 
proceeds are kept in a separate 
account. 


“Where the manufacturer’s sell- 


ing price to his customer con- 
tains an unsegregated advertising 
charge, it is part of his tax base,” 
the Treasury said. 

Even in the case of a separate 
fund, 


computing taxable sale price, 
Treasury added. It may be treated, 
however, as a subsequent read- 
justment of sale price as allow- 
ances are made from the fund to 
distributors for expenditure by 
them or their dealers. 


the manufacturer’s contri- | 
bution may not be deducted in|” 


| 


“engage in directory advertising | 
and such other business or serv-| 
ices.” 


® Besides licensing its patents, | 
Western Electric must sell West- 
rex Corp., a subsidiary which | 
makes sound recording equipment 
for the movie industry. 

While AT&T was allowed to re- | 
tain its interest in Western Elec- 
tric, Western Electric is to func- 
tion only as the manufacturing 
arm of the Bell System. 

Within 24 hours after settling | 
this six-year-old case, the anti- 
trust division announced a second 


year old case against International 
Business Machines Corp. Under 
this settlement, IBM is required to 
abandon the practice of providing 
certain equipment on a lease-only 
basis. 

The IBM decision was expected 
to have considerable long-range | 
consequences in the market re- 
search field, where users of IBM 
high-speed computers and similar 
high-cost equipment would have 
the option of buying or leasing. 

One possibility was that com- 
panies other than IBM could buy 
IBM equipment, lease it at com- 
petitive prices and set up com- 
petitive servicing organizations. 
Through such companies, it was 
also suggested, such equipment 
might eventually find its way into 
a second-hand market. 


Help! Help! Drug 
House Copywriter 
Is IBM Machine 


BROOKLYN, Jan. 26—To the bar- 
ricades! Every able-bodied copy- 
writer, reporter, and writer every- 
where! 

Chas. Pfizer & Co., pharmaceuti- 
cal and chemical manufacturer 
here, has just come up with a 198- 
page lexicon of names for new 
drugs that was authored by an 
IBM machine. 

The electronic word wizard at 
first turned out 22,000 words that 
didn’t meet requirements. It had 
been instructed that the words 
should (1) be easy to pronounce, 
(2) be easy to transliterate into 
foreign languages and (3) have a 
“medical sound.” 

But the dingblasted “brain” fi- 
nally got on the ball after those 
22,000 false starts and turned out 
such gems of names for drugs-to- 
be as byulamycin, platuphyl, cli- 
ohacyn, starycide and ywuvite. 

Technology is sureashell improv- 
ing everything. Look at what an 
improvement those words are over 
such mere man-made things as 
terramycin and penicillin. 

(This report was written for AA 
by a real live person—no “ma- 
chine,” and no “brain,” either.) 


WILLIAM R. HESSE will join Benton & 
Bowles, New York, Feb. 15 as a 
vp and account supervisor. For the 
past eight years he has been a vp 
and account supervisor at Batten, 
Barton, Durstine & Osborn. 


his tools, 


ESTHER WILL 


HOLLYWOOD, CALIFORNIA 


WATER'S FINE—To recruit 


Esther's New 
Push Sells Her 
Favorite Habitat 


Wuire Prains, N. Y., Jan. 24— 
Esther Williams and swimming 
pools, like a skilled plumber and 
go together like love 
and marriages and likewise horses 
and their carriages. 

International Swimming Pool 
Corp. here will have this natural 
tie-in working this year in a 


campaign for the Esther Williams 


Swim Pool Pak, a packaged swim- 
ming pool which can be set up in 
your backyard in a jiffy. 

The White Plains company is 


making and marketing the pool 


under an arrangement with Esther 
Williams Enterprises, Hollywood. 


A dealer recruitment campaign 
has been launched in trade papers, | 


to be followed in May with na- 

tional consumer advertising. 
Gotham-Vladimir Advertising, 

New York, is handling the cam- 


paign. 


® The Esther Williams Swim Pool 
Pak is designed to sell in volunte. 


The basic model, 15 x 30’, with 


depths sloping from 3’ to 7’, sells 
for $2,000, completely installed. 
Larger sizes also are available. 
Don Pruess, vp of International 
Swimming Pool and formerly na- 
(Continued on Page 26) 


Easy Kicks Off 
$4,000,000 Drive 


for Washer-Dryer 


Syracuse, Jan. 25—Easy Wash- 
ing Machine division of Murray 
Corp. will back its 1956 line of 
home laundry equipment with a 
$4,000,000 advertising and promo- 
tion program—largest in the com- 
pany’s 79-year history. 

The drive gets under way this 


month on the “Arthur Godfrey | 


Time” CBS television and radio 
shows. Easy is sponsoring a 15- 
minute portion of the show on ra- 
dio and tv on a once-a-week basis 
for 13 weeks and twice weekly for 
a second 13 weeks. Easy will fur- 
nish its dealers with tie-in mate- 
rials including open-end filmed tv 
commercials and new singing com- 
mercials. 


® In March, Easy will run an 18- 
page color insert in Electrical 
(Continued on Page 70) 


dealers, 
Swimming Pool ran this spread in Salesman’s Op- 
| portunity and pages in Swimming Pool Age and 
Building Specialties. Other business papers will be 


IAMS 
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used. Dealers will also be sought through ads in 


Times, Wall Street Journal and 


other newspapers. One dealer will be franchised 


rity. 


_Gemeinschaftswerbung Herrenhut Drive 


Stuttcart, Jan. 25—“Ubrigens | 
'...man geht. nicht mehr ohne 
hut” is the slogan that is credited | 
with stemming a disastrous tide of | 
hatlessness that swept this country. | 

For the past five years, Gemein- 
|schaftswerbung Herrenhut, the 
|Men’s Hat Advertising Assn. of} 
|Lindenberg, has bombarded Ger- | 
'man males through all types of ad | 
|media with the thought that hats) 
are a vital part of men’s ward- 
robes. 

Translated, the slogan means 
\“By the way, one doesn’t go out 
without a hat anymore.” The 
slogan has served as the only copy 
in ads produced by the association 
in a million dollar, industry-wide 
ad drive that began in 1950. 


|™ The association decided to un-! 
dertake an extensive ad campaign 


MOVIE AD—This co-op ad was made 

into a colored slide for movie ad- 

vertising, an important ad medium 
in Germany. 


after it discovered that men’s hat 


Cuts 80%—Hatless Quotient Among Germans 


covers, on which decal space may 
be rented. The magazines are kept 
for customers who read them free 
of charge. Each month the asso- 
ciation’s ads appear on some 360,- 
000 individual magazine covers in 
restaurants throughout Germany. 


® The campaign also includes di- 
rect mail, sales clinics, window 
(Continued on Page 70) 


Philco Sponsors 
Both Conventions 


on ABC Radio, TV 


PHILADELPHIA, Jan. 25—Philco 
Corp. again will sponsor the cov- 
erage of both the Democratic and 
Republican political conventions 
next August over the combined 
ABC television and radio networks. 

The company will spend an esti- 
mated $4,500,000 to promote and 
produce the nationwide simulcasts, 
plus election night coverage. The 
company estimates that coverage 
of both the Chicago and San Fran- 
cisco conventions will take a total 
of 60 air hours. 

Philco was the first to sponsor 
the telecasting of political conven- 
tions with local coverage of the 
Republican national convention 
here in 1940. 

Raymond B. George, vp of mer- 
chandising for Philco, estimates 
that more than 30,000,000 homes 
will be watching and listening to 
the coming political meetings. The 
promotion will be a joint effort 
with Philco’s distributors and more 
than 25,000 dealers throughout 
the nation. 


sales had decreased 80% from pre- 
|World War II days. In 1938, ac- 
|cording to the association’s statis- 
|ties, every German male owned a 
hat of some description. In 1950, 
|only one in five men owned a hat. 
The backbone of the campaign 
has been a monthly insertion 
schedule in 11 national magazines, 


'20 sports magazines and newspa-| 


pers, seven trade publications and 
150 daily newspapers. Each ad is 
a simple cartoon or just attractive 
type with the association’s slogan. 

Poster ads are placed on street 
kiosks, outdoor signs, railroad cars 
and street cars. 

Another medium used has been 
the cafe and restaurant newspa- 
pers and magazines with hard 


s More than 100 nationally-rec- 
| ognized reporters, commentators, 
political analysts and writers have 
been assigned by the network, plus 
more than 300 technical staff mem- 
bers. ABC’s vp in charge of news, 
John Daly, again will head the 
|corps of reporters and analysts. 
He will be assisted by Quincy 
| Howe, Paul Harvey, Martin Agron- 
sky, Erwin D. Canham, John W. 
Vandercook, George Sokolsky and 
others. 

Philco also will sponsor pre-con- 
vention broadcasts for two days 
before the Democratic national 
convention begins in Chicago Aug. 
13 and before the GOP convention 
starts in San Francisco Aug. 20. 
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Advertising Age, January 30, 1956 


U.S. Eyes Outlet — 
Swap by NBC, 
Westinghouse 


Trustbuster Barnes 
May ‘Retire’ to Bench 
in L. A. Federal Court 


WaAsuHIncToN, Jan. 25—Justice 
Department officials confirmed to- 
day that the anti-trust division is 
investigating the recent tv station 
Swap involving the exchange of 
National Broadcasting Co. and 
Westinghouse stations in Philadel- 
phia and Cleveland. 

While the deal was initially 
questioned by the Federal Com- 
munications Commission. approval 
was given late in December. 

Word of the probe circulated 
more than a week ago, but 
lacked confirmation. Today anti- 
trust chief Stanley Barnes provid- 
ed partial confirmation when he 
told the House judiciary commit- 
tee that his staff was looking into 
a case where primary responsibil- 
ity actually rested in another gov- 
ernment agency. 

His statement was subsequently 
clarified by other officials, who 
confirmed that he was referring to 
the NBC-Westinghouse swap. 


s When the deal was first an- 
nounced FCC expressed concern 


(Continued on Page 70) 


Packer Redesigns 
Meat Packages for 
‘Nearsighted Women’ 


New York, Jan. 24—Stahl- 
Meyer, meat packer, has launched 
a new program of package design, 
promotion which broke this week 
in newspapers in eastern cities 
and in a 26-week program of radio 
spots. 

Frank Gianninoto, package de- 
signer, explained the selling ele- 
ments of the new packages at a 
meeting of the company’s sales 
staff last week. 

“A majority of women shoppers 
leave their glasses home or will 
not wear any,” Mr. Gianninoto 


said. “As a result, a successful 
package must stand out from the 
blurred confusion the shopper en- 
counters in any store. 

“Since any single package is in 
vision range for only a fraction of 
a second, high visibility, in name 


HOWEVER IT’S SLICED—These are old 
(left) and new packages of Stahl- 
Meyer bologna. The new package 
was designed by Frank Gianninoto. 
Charles W. Hoyt Co. is the agency. 


and design, warm color, quick 
recognition and appetite appeal 
are among the needed elements. 
Combined with these are the prac- 
tical factors relating to shipping, 
cost, preservation of the product 
and display.” 


s The company plans to develop 
new products with larger profit 
margins and high quality to im- 
prove distribution of its selected 
branded lines, said George A. 
Schmidt Jr., Stahl-Meyer presi- 
dent. He added that it will gear its 
advertising for greater coverage 
of its primary marketing area. 
Charles W. Hoyt Co. is the ad- 


vertising agency. 


MILWAUKEE ROSE & ROSES—The pretty girl, chosen as Milwaukee’s 
“Miss Print” in honor of Printing Week, is Marcia Evans. With 


Miss Evans are Dick Wells (left) 


, president of the Milwaukee Ad- 


club and a Miss Print contest judge, and Lester S. Olsen, president 

of Milwaukee’s Graphic Arts & Advertising Guild and the Milwau- 

kee Assn. of Commerce and general chairman of the Printing Week 
committee. 


Dealers, Better Business Bureaus 
Will War on Misleading Auto Ads 


Code of Standards 
for Advertising, Selling 
Is Set by NADA, ABBB 


New York, Jan. 26—The Assn. 
of Better Business Bureaus and 
the National Automobile Dealers 
Assn. will cooperate to combat 


false and deceptive advertising in | 


the sale of automobiles. 

In a joint announcement today, 
the two groups released a set of 
recommended advertising stand- 
ards designed “to encourage and 
preserve dependability in the ad- 


McKelvie Publishing Names 
Buck President and Publisher 

Glenn Buck has been named 
president and publisher of the 
Nebraska Farmer and the Colorado 
Rancher & Farmer, published by 
McKelvie Publishing Co. Mr. Buck, 
formerly exec vp and associate 
publisher, succeeds the late Sam 
R. McKelvie. Mr. Buck, who joined 
the company in 1926, has been as- 
sociate publisher since 1935. He 
also is vp of the Midwest Farm Pa- 
per Unit. 


‘American Home’ Appoints 
American Home, New York, has 
appointed Robert E. Moffatt, for- 


/|merly in space sales and promotion 
|}at Good Housekeeping, merchan- 


dising manager. Archa O. Knowl- 
ton, Chicago manager of American 
Home, has been elected a vp of the 
corporation. 


vertising and sale of automobiles.” 
The standards were developed by 
committees of both groups in a 
series of meetings held last fall at 
the invitation of NADA’s execu- 
tive committee. 

The program is regarded by the 
two groups as a major action hav- 
ing national implications. It is a 
|direct outgrowth of “badly deteri- 
jorated advertising and _ selling 
practices” which have caused deep 
concern to both associations. 

Victor H. Nyborg, president, 
Assn. of Better Business Bureaus, 
said that local bureaus last year 
handled more than 75,000 com- 
plaints “reflecting public irrita- 
tion, confusion, and growing rebel- 
lion against the high-flying claims, 
gimmicks, and double-dealing sales 
tactics in the automobile field.” 


@ Frank H. Yarnall, a Chicago 
Chevrolet dealer and NADA pres- 
ident, described the new program 
as “the automobile dealers’ an- 
swer to the toughest problem in 
automobile retailing.” 

The aim of the program, he said, 
is to “restore integrity to automo- 


better business bureaus.” 

Both groups stress the impor- 
tance of applying the proposed 
standards to local advertising. But 
they emphasize that setting up 
standards in various cities is 
“strictly a local job.” They also 
point out that adequate financing 
at the local level is essential for 
proper administration of the pro- 


(Continued on Page 70) 


bile retailing with the help of the | 


Seeds Gets $1,000,000 Tastee Freez 


Cuicaco, Jan. 24—Russel M. 
|Seeds Co. picked up a $1,000,000 
piece of business this week when 
it was named the agency for Tastee 
Freez Corp., a soft ice cream chain. 

The account, which has doubled 
in size since last year, formerly 


tising Agency. Maurice B. Silver- 
man, agency owner and president, 
told AA today that he will dis- 
solve his agency April 1 and join 
Seeds as account executive on 
Tastee Freez. His agency has had 


House Unit's Report | 
Is ‘Inaccurate,’ Says | 
AFTRA’s Collingwood 


(For earlier story, see Page 78.) | 
New York, Jan. 27—A prompt} 
‘defense of the American Federa-| 
‘tion of Television & Radio Artists 
against the charges made by the 
/'House un-American activities com- 
mittee came from Charles Colling- 
wood, president of the New York 
local of the federation. 

Mr. Collingwood told The New 
‘York Times that the committee 
|had painted an “inaccurate” pic- 
ture of communist influence in 
radio and tv. He said the “degree 
lot communist infiltration in radio 
and television was exaggerated 
from the beginning. 

“This is not to say that the 
problem was not a real one and 
may not be again, but the safe- 
|guards which exist in our union 
|constitutions and normal manage- 
ment practices are more than suf- 
ficient to deal with the situation,” 
he continued. Mr. Collingwood 
pointed out that the AFTRA con- 
| stitution bars membership to com- 
munists. 
| The AFTRA executive, who re- 
| cently went in as a part of a “mid- 
'dle of the road” slate of candidates, 
indicated that blacklisting of al- 
legedly pro-communist performers 
still is a problem in the industry. 


| 
| 
| 
| 


= “If the committee really thinks 
that the only people in the enter- 
tainment industry who are dis- 
turbed by the excesses of the 
blacklisting system are communists 
or their dupes, then it is laboring 
under a misapprehension,” he said. 
“Concern over the manifest in- 
equities of the blacklist is shared 
by the overwhelming majority of 
the performers and by, one sus- 
pects, a large proportion of the 
employers as well...” 

Mr. Collingwood voiced the hope 
that the blacklist is dying and said 


lof the New York local board of 
AFTRA intend to do everything 
they can to assist the process.” 


Highlights of This Week's Issue 


Hardware dealers offered a chance 
to share profits with wholesal- 


Calgon plans contest as part of 
its 1956 advertising drive Page 11 
Agriculture, housing will take 
most of statistical budget Page 18 
Tv stations get chance to view 
RKO films available for 
he ere Pr en Ce Page 22 
Government may be trying to pun- 
ish publishers, ANPA head 
says 
Newspapers will maintain adver- 
tising lead, R. M. Fowler pre- 
dicts 
Mastic Tile launches biggest ad 
campaign in its history .Page 38 
O’Cedar ad drive promotes two 
premiums 
Small-town retailers are begin- 


ing 
Don’t make the promise too big, 
Jim Woolf advises copywrit- 


Hand-made goods will become im- 
portant as automation spreads: 
E. B. Weiss 

Walter O’Meara gives Madison 
Ave. denizens a little “geogra- 
phy” quiz 

Washington increases ad effort to 


bring tourists over its state) 


line 
Vaughan, Thain & Spencer forms 
small accounts division .Page 58 
Liquor consumption goes up over- 
all, but per capita drinking 
drops 
Proxy rivals are now respon- 


sible to the SEC, new rule 


OE soak cis cas Cevenbde Page 60 
Editors predict good business year 
ahead based on industrial capital 
outlay 
U.S. Steel Homes will break $300,- 
000 drive in April for “Bride’s 
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the “present officers and majority | 


What They're Saying “4 


Ad Account, Absorbs Former Agency 


the account since the company was 
organized in 1951. 

Mr. Silverman told AA that he 
had found himself increasingly in 
need of more people and facilities 
to handle Tastee Freez. He said 
that joining Seeds seemed more 


was handled by Silverman Adver- desirable than’ expanding his own 


tastee-Treez 


Freez 

Chicago, wiil kick off its national 

ad drive this year with this page 

color ad in the April 2 issue of 

Life. Russel M. Seeds Co. is the 
agency. 


TASTEE AD—Tastee Corp., 


agency, which he founded in 1936. 
Mr. Silverman said that all of his 
accounts will move with him to 
Seeds. 


® Tastee Freez will embark on a 
national ad drive April 2 with the 
first of 13 ads in Life—seven coior 
pages and the remainder 1-column 
b&w. Ads also will run in news- 
papers in towns with Tastee Freez 
outlets. 

Ads also will run in Army, Navy, 
Air Force Journal, Confectionery- 
Ice Cream Worid, Ice Cream Re- 
view, Ice Crean. Trade Journal, 
Milk Dealer and several fraternal 
publications. The trade advertising 

(Continued on Page 27) 


Auto Dealers Say 
‘Overproduction’ 
Is Their Nemesis 


WASHINGTON, Jan. 25—Thou- 
sands of automobile dealers who 
participated in a survey by a Sen- 
ate commerce subcommittee think 
overproduction—and particularly 
the Ford-General Motors leader- 
ship fight—is the cause of their 
sales problems. 

Nearly half of the nation’s 40,- 
000 dealers voluntarily filled in a 
detailed 20-question survey form 
distributed by the committee. Of 
19,000 replies that have been tab- 
ulated, 13,581 mentioned overpro- 
duction as a primary cause of new 
car “bootlegging.” Pressure from 
the factory to take more cars than 
needed was mentioned in 10,992 of 
the returns, and “unethical deal- 
ers” in 9,956. 

Tabulations showed that 13,749 
want the government to look into 
the problems of automobile mar- 
keting, and only 1,991 said no. Of 
those who replied, 14,185 suggested 
special legislation allowing fac- 
tories to cancel franchises of deal- 
ers who seil to unauthorized out- 
lets for resale; 3,411 opposed this 
so-called “anti-bootlegging” plan. 


s Dealers were more evenly di- 
vided on territorial exclusivity 
clauses, with 8,693 favoring legis- 
lation returning to the territorial 
exclusivity system which was in 
(Continued on Page 66) 
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Miami Radio Stations 
Shuffled as Result 
of TV Station Award 


MraMI, Jan. 26——One radio sta- 
tion will be sold and another will 
be transferred as a result of the 
Federal Communications Commis- 
sion’s award last week of Channel 
7 to Biscayne Television Corp. 
(AA, Jan. 23). 

Station WIOD, owned by the 
Miami News, will be taken over 
by Biscayne Television, formed by 
officers of the Miami News and the 
Miami Herald, and WQAM will be 
sold by the Herald. 

The commission’s order speci- 
fied that WQAM be sold prior to 


the new tv station going on the 
air with test patterns. The sale 
will have to have FCC approval. 

The application of the Biscayne 
company specified the treatment 
for both WIOD and WQAM. Both 
the Herald and the News applied 
for channels seven years ago, orig- 
inally for different channels, and 
later for the same one when one 
of the vhf channels was removed 
from the commercial list. 

The FCC denied the competing 
applications of East Coast Televi- 
sion Corp., South Florida Televi- 
sion Corp. and Sunbeam Television 
Corp. 


s The much sought after outlet 
will be Miami’s second commercial 
vhf station, the other being WTVJ 


“Specializing in office space for advertising agencies” 
JULIEN J. STUDLEY we 


(Channel 4). 

A spokesman for the Biscayne 
corporation said that they planned 
to spend more than $1,000,000 on 
construction of a station, $500,000 
immediately, and expected to get 
a test signal on the air in 30 days. 

Studio facilities will be built 
at 1401 N. Bay Causeway on prop- 
erty now owned by Radio Sta- 
tion WIOD. 


® Officers of the new corporation 
are Niles Trammell, president, for- 
mer head of NBC; John S. Knight 
(Herald) and James M. Cox Jr. 
(News), vps; James L. Knight 
(Herald), treasurer; J. Leonard 
Reinsch (Knight newspapers), sec- 
retary, and C. Blake McDowell 
(attorney for Knight newspapers) 
and John L. Foy (News business 
manager), directors. 

Other stockholders, but not di- 
rectors, are Owen T. Uridge (Ra- 
dio Station WQAM, Miami); Lee 
Hills (Knight newspapers) ; James 
Legate and Milton Scott, who are 
with Radio Station WIOD (owned 
by the News). 


"Just What Weve 
Been Looking For!” 
yaa coca 


ie of Me 
swe at ee ant a aay 


\ 


More and more agencies have found that the 
Spokesman answers a special need in the Iowa 
farm market. Perhaps a client has only limited 
distribution. Then the agency selects only those 
weekly editions that cover the sales territory 


desired. 


Often someone wants to test a product in a 
certain area with a limited budget. The Spokes- 
man fits that pattern too. For example, if you 
want to test the dairy area, then you would select 
the northeastern four editions. There you'll find 
Iowa dairy farmers in greatest concentration. 


Made to order for dealer identification. The 
Spokesman will list dealers or salesmen by edi- 
tions at no extra charge providing there are no 
changes in body copy. Here is a real localized 
appeal since each edition contains only seven to 


nine counties. 


Uniform border-to-border coverage of 150,000 
Iowa farm families with 52 issues a year. 
what you've been looking for?” We'd like to 


send more details. 


IOWA'S BEST FARM PAPER BUY! 


‘apm Bureau SPOKESMAN 


“IOWA'S ONCE-A-WEEK EVERY WEEK FARM PAPER” 
GRUNDY CENTER, IOWA 
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Homebuilders Urged to Concentrate on 
Modernization as Housing Starts Slacken 


Cuicaco, Jan. 26—Some 30,000 
home builders attending the Na- 
tional Assn. of Home Builders 
12th annual convention and ex- 
position here during the past 
week went home today with two 
points impressed on their minds: 

1, Housing starts in 1956 will not 
be as numerous as in 1955. 

2. Home modernization and re- 
modeling promise to be a big, 
new market for them to tackle. 


The association informed mem- | 


bers that housing starts have been 
declining since the middle of 1955, 
and there is no indication of an 
upturn early in 1956. Last year 
was one of the biggest years the 
industry has enjoyed, second only 
to 1950. 

The prediction of fewer housing 
starts in 1956 was based on ap- 
praisal requests to the VA and 
FHA. The association reported 
these requests were down substan- 
tially from last year at this time: 

4% for the FHA and 43% for the 
VA. 


® K. E. Kamberg, exec vp of the 
Home Federal Savings & Loan 
Assn., Kansas City, Mo., told the 
builders that three large markets 
are open to them as new home 
building declines in 1956 because 
of tighter credit restrictions. 

“First, the sale of accessory 
improvements to the 7,500,000 to 
8,000,000 homes built since 1949. 
These owners are a prolific source 
for remodeling work. Many want 
—and will buy—driveways, new 
rooms, garages and want to finish 
basements and attics,” he said. 

“A second market is in the 
homes built in the period 1940 to 
1948. Tremendous sales are ex- 
pected to replace worn-out plumb- 
ing, and provide new roofs, paint- 
ing, etc.,” he continued. 

A third market, due to the boom 
in new home construction, is 
modernization by apartment own- 
ers, he said. He advised the build- 
ers to start a direct mail campaign 
to these owners and to rental 
agents. He said such a campaign 
had been very effective in his area. 

He said that home modernization 
promises to be a $10 billion indus- 
try in 1956. 

David Zisook of Chicago told the 
builders that the remodeling busi- 
ness is bound to grow as urban 
redevelopment and conservation 


movements increase. He urged 
the builders to form non-profit 
urban renewal corporations in 
their cities as a means of encourag- 
ing this market. 


# In a long-range examination of 
the future for builders, John M. 
Dickerman, the association’s ex- 
ecutive director, predicted that 
housing demand by the middle 
1960s will require production levels 
of up to 1,700,000 “and with as 
many as 2,000,000 units by the 
1970s.” 

“We cannot afford to wait until 
this mounting population pressure 
bursts upon our industry,” he 
said. “We must begin to plan and 
work now toward the not-so-easy 
solution of the problems raised.” 

He said the association would 
continue its efforts in 1956 to 
awaken the public to the problems 
arising from population pressure. 
The chief problem, he said, is 
higher developed land costs, which 
cause higher-priced houses. 

He said volume in 1956 will be 
down somewhat, “perhaps 50,000 
to 100,000 units.” 

Ed Gavin, editor of American 
Builder, was given the NAHB 
distinguished service award. A 
presentation also was made to Rob- 
ert Lewis, real estate editor of the 
Washington Star and president of 
the National Assn. of Real Estate 
Editors. 


Sally Cramer Joins BBDO 


Sally Cramer, formerly copy 
head of the Max Factor account at 
Doyle Dane Bernbach Inc., has 
joined Batten, Barton, Durstine & 
Osborn, New York, as creative co- 
ordinator on Revlon. Previously 
she had been creative director on 
Revlon at McCann-Erickson for 
four years and advertising and 
promotion director of Beautiful 
Bryans, stocking manufacturer, for 
five years. 


Are YOU in the 


REACH FOR 


BOWMAN 


You milk more out of your advertising 
budget with low-cost-per- 


impression signs of 


SCOTCHLITE 


REFLECTIVE SHEETING 


Highway signs of SCOTCHLITE Sheeting give you advertising 

‘cream” at skimmed milk prices! Yes, recent surveys prove that 
signs of SCOTCHLITE Sheeting give you Aighest readership at lowest 
cost! These brilliant, colorful, signs sell your name day and night 
in fair weather or foul! For a free demonstration on how you can 


ut extra mileage in 
ining & Mfg. Co., 


our advertising budget, write Minnesota 
Dept. AA-1306, St. Paul 6, Minnesota. 


"SCOTCHLITE” Reflective Sheeting is a registered trademark of Minnesota Mining & Mfg, Co, 
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“Never match a good little man 


10 — \—. TOTAL CIRCULATION 

Circulation Source: 

THIS WEEK — combined ABC averages ended 9/30/55 for 35 newspapers 
Other magazines — ABC average ended 6/30/55 

S.E.P.— circulation base 


= This Week 


MAGAZINE 


“Ky 
AMERICA’S LARGEST FAMILY MAGAZINE 
Reap By 11,000,000 Fammues Every SuNDAY 


THIS WEEK LIFE S.E. POST LOOK COLLIER’S 
11,040,023 5,655,473 4,650,000 4,076,869 3,732,304 


SHARES THE POWER AND PRESTIGE OF THESE 35 GREAT NEWSPAPERS WHICH DISTRIBUTE IT 


The Baltimore Sunday Sun - The Birmingham News - Boston Sunday Herald - The Charlotte Observer - Chicago Daily News - The Cincinnati Enquirer 

Cleveland Plain Dealer - The Datlas Morning News - Des Moines Sunday Register - The Detroit News - The Houston Post - The Indianapolis Star 

The Jacksonville Florida Times-Union - Los Angeles Times - The Memphis Commercial Appeal - Miami Daily News - The Milwaukee Journal - Minneapolis Sunday Tribune 
New Orleans Times-Picayune-States - New York Herald Tribune - Norfolk Virginian-Pilot and Portsmouth Star - The Philadelphia Sunday Bulletin 

The Phoenix Arizona Republic - The Pittsburgh Press - Portland Oregon Sunday Journal - Providence Sunday.Jjournal - Richmond Times-Dispatch 

Rochester Democrat and Chronicle - St. Louis Globe-Democrat - The Salt Lake Tribune - San Antonio Express and Sunday News - San Francisco Chronicle 

The Spokane Spokesman-Review - The Washington Sunday Star - The Wichita Sunday Eagle 
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CHILD TRAINING ASSOCIATION, INC... \\ 


Has o Powerful Pull (both ways) 


for ADVERTISERS through 


Children’s Activities * 


50¢ a copy; 1 year, 10 issues, $4.00 


Delivered each month to more than 300,000 homes, with over 1,000,000 
children, who need SHOES, CLOTHING, FOODS, DRUGS, TOYS, TOILET 
ARTICLES, SPORTING GOODS. 

We will display your product on a full page to this tremendous purchasing 
audience, where a penny will reach 2}4 homes with 9 children. 


1111 S. Wabash Ave. Chicago 5, Ill. Phone: Harrison 7-3362 
CR ee 


Paul Denneny 


Ne i a all Bi 


'Colgate-Palmolive Elects 
Sherman VP; Names Two 

Stuart Sherman, who joined 
Colgate-Palmolive Co., Jersey City, 
as director of advertising Jan. 1, 
has been elected vp in charge of 
advertising of the company. 

Colgate-Palmolive also has 
named two merchandising execu- 
|tives in the toilet article depart- 
ment. Paul Byrne, formerly with 
Prince Matchabelli Inc., has been 
named assistant merchandising 
|manager. Arthur T. Castillo, with 
|the company since 1953, has been 
appointed assistant new products 
manager. 


‘Johnson Co. Names Two 


Charles P. Johnson Co., San 
Francisco agency, has appointed 
Milton Richards research director 
and Jack Little to the copy-contact 
department. Mr. Richards formerly 
was with Field Research Co., San 
Francisco; Mr. Little previously 
|was with McCann-Erickson. 


UBL syle 


CE 


“Real suspense... see. Then real pathos. This guy is making up a million dollar 
newspaper schedule... see. He gets to Cincinnati, forgets things have 


changed *. . see. And pow! Get it? Colossal!” 


*CHANGE No. 1: The daily with the largest CITY ZONE as well as 
TOTAL circulation is now the Cincinnati Enquirer. 


CHANGE No. 2: 


The daily that carries the MOST ADVERTISING, 


Retail, Classified, Automotive and TOTAL, is now 


the Cincinnati Enquirer. 


Mental ‘Image’ 
Sans Context Is 
Irrelevant: Politz 


Curcaco, Jan. 26—Alfred Politz, 
president of Alfred Politz Re- 
search, today challenged what he 
called the “truth dogma”—the 
assumption by researchers that 
the “truth” about a product can 
be found somewhere in the con- 
sumer’s mind. 

Speaking at a Chicago chapter 
meeting of the American Market- 
ing Assn., Mr. Politz said: 

“The expectation of getting at 
the truth by a depth interview is 
based on the assumption that the 
truth is hidden somewhere in the 
'respondent’s mind, that the re- 
|spondent, given time and relaxa- 
tion, will produce the image of his 
future action, or the image of his 
real reasons which will operate 
in the future.” 

Not so, said the noted research- 
er. He stated that it is “more 
painful”—but “more realistic”— 
“to assume that in many situa- 
tions the consumer has no image 
or pattern which can be verbal- 
ized and which parallels the 
truth.” 


® This applies, he emphasized, to 
both directive and semi-directive 
|interviews. “Either approach,” he 
‘pointed out, “keeps consumer re- 
|search below its potential level if 
|it assumes that the ‘truth’ can be 
‘found somewhere in the consum- 
|er’s mind.” 

This does not mean that re- 
search is at a dead end, Mr. Politz 
added. He explained that even 
though consumers do not tell “the 
truth” in interviews, predictive 
solutions can be obtained through 
the use of experimental design, 
similar to the approach used in the 
physical sciences. 

Mr. Politz said that unfortu- 
nately he could not give any ex- 
amples of how experimental de- 
sign works in consumer research 
because this is “the realm most 
carefully guarded by secrecy on 
the part of the marketer who pays 
for the research.” 

He described it generally, how- 
ever, as the setting up of a situa- 
tion which corresponds closely to 
the actual buying situation. In the 
experimental situation, the con- 
sumer responds to an image 
instead of a product. His reaction 
consists of statements instead of 
purchases or non-purchases. 


® From these reactions, Mr. Politz 
said, a researcher can come up 
with results upon which a mar- 
keter can act. 

He compared experimental de- 
sign in consumer research to the 
research done by the scientist, who 
finds out how one bee informs an- 
other bee about certain food near- 
by “without the bees telling us the 
truth.” 


Western Empire Names Two 

Fred N. Dodge, formerly with 
The American Weekly, Puck—the 
Comic Weekly, and since 1951 di- 
rector of merchandising of NBC, 
has joined the New York sales 
staff of Western Empire Direct 
| Advertising Co. Also added to the 
same staff was T. Holt Haywood 
| Jr., formerly president and treas- 
urer of Arden Farms Packing Co., 
Clemmons, N.C. 


See Page 63 
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What's the most important sale a magazine can make ? 


Almost every magazine presenta- 
tion shows page after page of 
success stories. But, all too 
often, the most important sales 
figure of all is left out. That’s 
the one that shows how well a 
magazine is selling itself. 

The place where you can 
measure this best is the news- 
stand. Here you can check by 
actual count what people really 
want to read. And it is here, in 
single-copy sales, that the vitality 


of The Saturday Evening Post 
shows up most dramatically. It NEWSSTAND SALES 
leads its nearest competitor by a cscs Bureau - eane: qyavery | v0 June 30, —,, 
margin of 50%! 

In fact, the Post is gaining all 
along the line. Subscriptions are 
at an all-time high. Total circu- 
lation is climbing. And during the 
past year it carried more dollars 
of advertising than ever before 
in its history. 

The Post gets to the heart of 
America. i aes 


FAR Henge . 


“..-and 2 years ago people said " 7 ee 


» Mme Reos NEW Gimmie ft 


Chrysler was on the toboggan!” 


WILFRED COPPING, Copy Chief, Albert Frank Guenther Law, Inc., N. Y., 
previews “‘Chrysler Comes Back’ from this week's Saturday Evening Post. 


“In 1951 Chrysler sold 23% of the 16months. And the 1955sales spurt hit 
market and seemed secure in Detroit’s the headlines! Perhaps what Texans 
No. 2 spot. But by 1954, it had say about Texans is true after all!” 
dropped to a bad third place. Then ° ° . 

Pres. “Tex” Colbert did what they . : : 
said couldn’t be done—he pushed — — poe Ay cea a 
through a three-year restyling job in 4 issue of The Saturday Evening Post. 
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Auto Sales Look 
Good, After All, 
NAEA Is Told 


Cuicaco, Jan. 25—James J.| 
Nance, president of Studebaker-| 
Packard Corp., disagreed with the| 
views of some of his colleagues in 
the auto industry that auto sales 
will fall off 12% to 15% this year, 
compared with last. 

Addressing the annual meeting 
of the Newspaper Advertising Ex- 
ecutives Assn., Mr. Nance went 
out on his own limb with a pre- 
diction that 1956 auto sales will 
come “very close” to last year’s! 
record high of nearly 8,000,000 
cars. 

Current production cutbacks, the 
result of a “very high present car 
inventory,” don’t necessarily mean 
a slow-up in consumer car buying, 
he told the newspaper men. “If 
personal income in 1956 tops 1955, 
as is freely predicted, I would ex- 
pect the auto industry to get as 
large a share of the total as it had 
in 1955,” he said. 


® The auto executive also had 
happy predictions for the adver- 
tising business: “One of the things | 
in the future which I believe to be | 
most certain, 
advertising volume will continue | 
to climb faster than production.” | 

As for newspaper advertising, 
Mr. Nance commented on the “ex- 
tremely difficult problem” of the 
newsprint shortage. “I do not know 
what the solution is, but I hope 
you find one,” he said. “There is 
no substitute for advertising in the 
daily press.” 

An advertiser who said he 
spends 50% of his $20,000,000 ad 
budget in newspapers—Victor A. 
Fischel, president of the House 
of Seagram—pounded hard at the 
subject of merchandising adver- 
tising to the retailer. He defined 
this as “making the retailer see the 
value of national advertising to! 
him.” | 


® In too many cases, he said, 
“the retailer has a feeling) 
that national advertising is too! 
big for its britches. . . that it will | 
overpower him .. . that it is try-| 
ing to go over his head directly to} 
the consumer and maybe make a 
mere vending machine out of him.” 

Mr. Fischel urged that newspa- 
per representatives go out among 
retailers and help to give them the 
“right answer” about national ad- 
vertising. | 

From Willard W. Cole, president 
of Henry C. Lytton & Co., Chicago 
department store, the newspaper 
ad managers got assurance that 
their medium will get its share of 
a big new national ad budget— 
that of the American Institute of 
Men’s & Boys’ Wear. 


® Mr. Cole, who is president of the 
institute, offered a still brighter 
prospect, however, in the form of 
local tie-in advertising. “Under 
this huge umbrella of consumer 
education there should and must 
be a much vaster program of local 
advertising to capitalize on the 
new national idea the institute will 
get across to the American con- 
sumer,” he said. 

Mr. Cole reported that the insti- 
tute has raised about $1,200,000 to- 
ward a minimum $2,000,000 “war 
chest” with which to start its ad- 
vertising and public relations pro- 
gram. 


® Another highlight of the NAEA 


annual meeting was a presentation | 


by the Bureau of Advertising of 
its 1956 newspaper promotion pro- 


| noted 


viding comparisons of newspaper 


Kipke 
SPORTING CHANCE—Marty Hogan, 


Warren 


Haviland 


Wunderlich 


Gibauit 
WCFL station manager, signs a 


Hogan 


$500,000 radio sports package contract with the four co-sponsors. 
With him are Frank Warren, sales manager, midwest division, 


General Cigar Co.; Harry Kipke, 


president, Coca-Cola Bottling Co. 


of Chicago; Tom Haviland, commercial manager of the station; 
Joseph Gibault, president, Oklahoma Oil Co., and Al Wunderlich, 
exec vp, General Finance Loan Co. (Story on Page 30.) 


‘Dealers Address Ad 
Citing Low Status to 


“Man of Year’ Curtice 


Los ANGELEs, Jan. 24—Frank 
and Walt Muller, Hollywood Olds- 
mobile dealers, last week appealed 
to Harlow H. Curtice, president of 
General Motors, to do something 
about the lowly social and business 
status of car dealers. 

In an open letter ad that ran in 
the Hollywood Citizen-News, Los 
Angeles Times and the Pacific 
Coast edition of Wall Street Jour- 
nal, the Muller copy said, in part: 

“We're not proud of being car 
dealers because we don’t have to 
go very far in the business or 
social world right around us to 
discover that today these worlds 
hold a pretty low opinion of car 
dealers. As a class, car dealers en- 
joy very little public confidence. 

“You have to go a long way to- 
day to find a man who has much 

lrespect for the things some car 
dealers do and the things they say 
to sell their cars. 


|@ “Let’s face it. The car dealer 
| business has always included some 
pretty ‘fast operators.’ With today’s 
battle for volume-at-any-cost, the 


and competitive against television. | and is not intended to prove any- boys who are the ‘fastest’ operators 

Gains in automotive advertising thing. It has been assembled to seem to be riding high, even 
were the biggest single factor in| give retailers as fair, adequate and 
helping the newspapers turn in the comprehensive a picture as can be 


” he declared. “is that | biggest advertising year in their | attained of what they are paying 


history last year, Mr. Barnes ex- | for newspaper advertising in com- 


plained. At the same time, he 
that the medium “took 
quite a licking” in some classifica- 
tions—notably, beer, coffee and 
tea, cereals, dentifrices, perfumes 
and cosmetics and toilet soaps. 


@ Newspaper sales forces are gird- 
ing for a major effort this year to 
maintain automotive advertising 
at the peak level of 1955, Roland 
Postel, BofA’s Detroit manager, 
told the ad execs. Other features 
of the presentation included a re- 
port on the bureau’s workshop for 
retail advertising salesmen, by Ed- 
ward H. Burgeson, retail depart- 
ment director, and a talk on U. S. 
Steel Corp.’s newspaper program 
by Harold Hoffman, assistant ad- 
vertising director of that company. 


Mr. Hoffman noted that U. S.|S@¥S there may be errors, and that 


Steel—which two years ago used 
no newspaper space in its national 
campaigns—has now given a major 
role to the medium. Robert L. 
Moore, BofA general sales man- 
ager, told the convention that U. S. 
Steel’s 56 newspaper expenditures 
would approach $1,000,000. 

Joyce A. Swan, Minneapolis 
Star & Tribune, presided at the 
presentation as chairman of the 
Bureau of Advertising. 


Retailers Issue Book 
of Milline Rates for 
200 U.S. Newspapers 


WASHINGTON, Jan. 26—The 
American Retail Federation is 
about to release a tabulation pro- 


retail advertising rates in most of | 
the country’s leading markets. 
Based on rate cards obtained 
through retail secretaries of local 
chambers of commerce, the tabu- 
lation will cover about 200 news- 


}are called to its attention. 


papers, and will involve 50 to 60 


parison with their fellows operat- 
ing under similar circumstances.” 


® Newspapers are reported accord- 
ing to ABC city zone circulation 
groups. Bulk rates are provided 
showing lowest open rate, contract 
rate for 500, 1,000, 3,000, 5,000, 
10,000, 25,000 lines and lowest rate 
quoted. Frequency rates are given 
for 5, 10, 20, 40, 50, 100, and 200 
lines a week, and monthly rates 
are computed by multiplying by 
four. 

All rates are given in terms of 
milline. The association cautions 
that this 
computations in many instances 
because of a widely varying stand- 
ard of quoting rates other than in 
agate lines and column inch. It 


it will be happy to correct any that 


® While roughly 600 chambers of 
commerce and individual retailers 
were contacted, the final tabula- 
tion will have about 200 newspa- 
pers. Some will be missing. For 
example, Newark and San Diego. 
But the federation says it believes 
the cards which it received are 
representative. 

The original target date for re-| 
lease of the study was Feb. 1. 
There were some delays, and it 
now looks as if the work will be 
ready on Feb. 5. 

The association’s belief that the | 
tabulation “will kick up plenty of 
dust” prompted it to disclaim at 
length any conviction on its part 
that figures in the tabulation prove 
anything. 

“As everyone who deals with | 
display newspaper advertising| 
knows,” the foreword says, “it is | 
impossible to arrive at a complete- 
ly fair and accurate form for all 
newspapers. 


® “It is fully appreciated by the 


involved complicated | 


printed pages. The association says| American Retail Federation that 
it believes it is the first tabulation | the lowest agate line is not always 
of this type ever attempted. | the ‘best buy’ nor the highest mil- 
Copies will be provided free to line rate always the ‘poorest buy.’ | 
29 national and 36 state associa-|Newspapers vary in quality and 
tions and several hundred retail! pulling power, just as salesmen 
organizations which belong to the | differ in productivity and cost of | 
association. It will be sold to others | sales.” 
for $15 per copy. | As this is to be the first in an) 
annual series, it is called, “First | 
| # Early in the foreword the associ- | Annual Study of Milline Rates for | 
lation declares: “This survey is not| Local Retail Display Advertising| 


though they’re giving the Better 
Business Bureau frequent head- 
aches. 

“We don’t claim our advertising 
and selling methods are perfect. 
Of course, there is a line we won't 
step over. Others may go in for 


double-talking and double-dealing | 


we haven’t ever stooped to, be- 
cause we’re not that hungry. 

“But this letter is not about our- 
selves or any particular competi- 
tors. It’s about the average meth- 
ods of all car dealers and the low 
average of public respect they en- 
joy, even while giving the public 
‘finer cars and better buys than 
|ever before in auto history. 

“We're worried, not just as car 
dealers, but as citizens.” 


|@ The ad tied in with the fact that 


| Mr. Curtice had just been selected 


“Man of the Year” by Time. Mul- 
ler Bros. felt that its “open letter” 
might attract more attention at a 
time when Mr. Curtice was in the 
news. While a private letter to Mr. 
Curtice would have been answered 
by an equally private letter, the ad 
could not be ignored, the brothers 
felt. 

A secondary objective of the ad 
was to create a prestige idea 
among higher income groups, the 
thought being that such people 
would be more favorably im- 
pressed with this approach rather 
than the “deal” or “gimmick” 
appeals popularly associated with 
car dealers these days. 

Muller Bros. reported it has re- 
ceived many calls from other car 
dealers approving the ad. The ads 
were placed by the Mayers Co. 
here, agency for Muller Bros. 


Brown Adds A.M. Duties 
American Viscose Corp. has 
named C. Stuart Brown manager 
of advertising in addition to his 
other duties as manager of public 
relations. The new advertising de- 
partment has been established in 
the company’s Philadelphia office. 


Kiekhaeter Names McCann 

Kiekhaefer Corp., Fond du Lac, 
Wis., maker of Mercury outboard 
motors, has appointed McCann- 
Erickson, Chicago, to handle its 
advertising. Baker, Johnson & 
Dickinson, Milwaukee, is the pre- 
vious agency. 


Logos Films Formed 
Jordan Belson, Robert Greens- 
felder and Henry Jacobs have 
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Gh, Lovtn, “tr 
TIME Magazine's “Man of the Year” 


HARLOW H. CURTICE 
fen Walt and, Frank Muller 


TIE Magazine's “Man of the leur” 
hue yet te fore ene “reblom of the Year” of the 
Automobile lndesiry according to theoe succesefal 
cally weed Ud-wab le deo re 


THOUGHTFUL MISSIVE—Muller Bros., 
Hollywood, Cal., Oldsmobile deal- 
er, asked searching questions of 
Harlow H. Curtice, president of 
General Motors, in this ad that ran 


in three West Coast 
newspapers. 


‘55 Sales of Soaps, 
Detergents Expected 
to Hit $861,000,000 


New York, Jan. 27—Total dol- 
lar sales of soaps and detergents 
increased 8.5% last year and esti- 
mates placed the industry’s total 
poundage production at 3,667,279,- 
000 Ibs., a 5% rise and new post- 
war high. 

These figures and others were 
made public at the 29th annual 
convention of the Assn. of Amer- 
ican Soap & Glycerine Producers 
Inc. In his review of the year, E. 
W. Wilson, association president, 
estimated gross sales for 1955 at 
$861,153,000, compared with $793,- 
369,000 the year before. 

“The trend toward synthetic 
detergents which started shortly 
after World War II continued, but 
at a reduced rate,” Mr. Wilson 
said. “Compared with the previous 
year, 1955 sales in pounds of total 
soap were 6.4% lower, whereas 
total synthetic detergents were up 
12.3%. The sharpest gain in any 
category of soap or synthetic de- 
tergent was in the liquid detergent 
field.” 

In 1955, total liquid detergent 
sales are estimated at $72,542,000 
and gallon production at 19,112,- 
000. This is a rise of more than 
28% over the figures for 1954. 

E. B. Osborn, president of the 
Economics Laboratory Inc., was 
elected to succeed Mr. Wilson as 
president of the association. W. H. 
Burkhart, president of Lever Bros. 
Co., was elected eastern vp for the 
organization. 


last week 


® A plea for free competitive en- 
terprise in order to avoid sabotag- 
ing our economy was voiced by 
Eric Johnston, president of the 
Motion Picture Assn. of America 
Inc. 

Mr. Johnston said that the 
paramount change in this country’s 
economy in the last ten years was 
its bigness—in government, labor 
and industry. 

The greatest enemies to this 
country’s economy are home- 
grown, he declared. “Whoever 
weakens the freedom, the competi- 
tive nature or the ultimate enter- 
prise of our American economy 
convicts himself as a home-grown 
saboteur.” 

Among the candidates for the 
“office of domestic sabotage,” Mr. 
Johnston nominated: 

1. The hunter of tax loopholes. 

2. The subsidy seeker. 


gram. As part of it Harold S.| designed to point out that news-|in Representative English-Lan- formed a new film animation 
Barnes, BofA director, outlined a/ paper local retail display advertis- | guage Newspapers in the U.S.”| service, Logos Films, with offices 
“double-barreled” attack—“posi-| ing rates are too high or that they The American Retail Federation is at 566 Commercial St., San Fran- 
tive” in support of BOB cw too low. It was not projected | at 1145 19th St., Washington 6. | cisco. 


3. The out-of-date monopolist. 
4. The all-American protection- 
ist. 
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sing it outdoors ! 


“Outdoor Advertising is hard to equal when it comes to 

reaching people,” says H. L. Webster, Vice President of the 

WM. WRIGLEY JR. COMPANY. “Wrigley’s Spearmint Gum is 

a product which sells to everybody and Outdoor Advertising 

is one medium we have found that reaches everybody, 
everywhere, regardless of age, sex, race, income, or locale.” 

The wM. WRIGLEY JR. COMPANY has used Outdoor Advertising for over 50 years. 


Ask your Advertising Agency about Outdoor Advertising. 


outdoor advertising reaches the most people—most often—at lowest cost 


THE STANDARD GROUP OF OUTDOOR ADVERTISING COMPANIES 


444 MADISON AVENUE, NEW YORK 22 
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, va ‘Hooker Promotes Three 
ee Servicemen have special interests, | Clark R. Simmons, formerly 
; and the TIMES Service Weeklies advertising manager of the Durez 
You need more _ serve those interests, exclusively. plastics division, has been pro- 


than mere Their editorial excellence means ted to advertising manager of | 


° . . Hooker Electrochemical Co., Ni- 

CONTACT. Ss ha information and + oompronamgerd to ame Selle. 0. ¥. At he ne 
S ; servicemen of every rank; their time, A. Vaughan Chinnock was 
record readership means near- named assistant advertising man- 

eh as saturation coverage of the world- = ager—chemicals, and Wallace H. 

GET FULL wide, $8,000,000,000 military mar- Kinz assistant advertising man- 

ket.When you’re selling the Armed  ager—plastics. Mr. Chinnock 

Forces, advertise where it pays— Joined Hooker in 1941. Mr. Kinz 

IMPACT! in the TIMES Service Weeklies. J0ined Durez Plastics & Chemi- 

in “ cals Inc. in 1953 as editor of in- 

‘ ternal and external publications 

and continued in that capacity for 


SELL THE $8 BILLION MILITARY MARKET THROUGH i the Durez plastics division of 


Hooker, when Durez and Hooker 


THE 3 PUBLICATIONS THAT SERVICEMEN REALLY READ! merged in April, 1955. 


; —_ m™ Weeklies FTC Rules on Kary-On Ads 
ap Write for Sample Copies, Rates, New Market Data Book, “Timely Facts’ one tee Sedeent Gente Camenieien 


ARMY TIMES PUBLISHING CO. 2020 M. St., N.W., Washington 6, D.C. ae has approved a consent order re- 
U.S. OFFICES: Chicago, Detroit, Honolulu, Los Angeles, New York, Philadelphia, San Francisco «a Cot quiring LeBlanc Medicine Co., La- 


FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo fayette, La., to discontinue exag- 
gerated claims for Kary-On, a 


; - ' H : sy vitamin-mineral supplement. Dud- 

Army Times * Air Force Times * Navy Times ; aed] Beare 

eR y (MEMBERS: AUDIT BUREAU OF CIRCULATIONS) Tite the order, was formerly associated 
iil with Hadacol. 


they Buy More because they Have More! 


@ That’s why, for example, General Merchandise Sales > It’s Bic . . . over 600,000 population. 

. including such items as sun lamps, rugs, chinaware, 
stoves .. . are 66.9% above the national average* in Met- 
ropolitan Indianapolis. 

Whatever you're selling, you'll sell more in Indianapolis > It’s Easity REACHED . . . you get saturation coverage of 
where the average annual income per family is far ahead the metropolitan area, plus an effective bonus coverage of 
of the national average. In addition, just look at these the 44 surrounding counties in The Star and The News. 
other important advantages that make Indianapolis a Write for complete market data today. 

“must” on any list: 


> It’s Sreapy . . . unsurpassed for diversification and 
balance of industry and agriculture. 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


*Consumer Income Supplement, 1954, Standard Rate & Data Service 


YOUR FIRST TEAM FOR SALES IN 


DON DICKENS has joined McCann- 
Erickson, Chicago, as vp and crea- 
tive director. He formerly was 
copy group head of Needham, 
| Louis & Brorby, and before that 
he was with Leo Burnett Co. 


Hardware Dealers 
to Share Profits 
of Wholesaler 


EVANSTON, ILL., Jan. 24—Hib- 
bard, Spencer, Bartlett & Co. has 
launched a profit-sharing plan for 
its hardware dealers to help them 
compete with chains. 

Eligible dealers are those under 
the company’s voluntary chain 
program, initiated in November, 
|1953, as the True Value plan. 

Under the profit-sharing pro- 
gram, the company will set aside 
| 5% of its profits and dealers will 
| Share 50-50 with the company on 
ithe remaining profits. 

Non-operating profits and losses 
will not be included in the plan. 


s O. W. Ahl, president of the com- 
pany, said: “It’s another step in 
our program to make the inde- 
pendent hardware dealer more 
|competitive with chain stores 
| which sell comparable products to 
the consumer. Also, the plan is de- 
signed to develop a high degree of 
concentration of purchases from 
participating retailers.” 

The profit sharing program 
starts Feb. 1. 

Hibbard, Spencer has three vol- 
untary chain groups: True Value 
‘group and two more under its 
subsidiaries—Associated Hardware 
Co., St. Louis, and Brown-Camp 
|Hardware Co., Des Moines. 


Lyons Paper Acquires Gould 
| Lyons Falls Paper Corp., Ly- 
ons Falls, N. Y., has acquired 
Gould Paper Co., Lyons Falls, 
by buying the half interest held 
by International Basic Economy 
Corp., New York. Most of the 
Gould plant’s output is coated 
magazine paper. The _interna- 
tional corporation, a development 
company founded by Rockefeller 
interests, joined with Lyons Falls 
|Paper Corp. and a Brazilian 
|group in buying Gould Paper Co. 
}in 1951. Gould supplied paper to 
|the Brazilian market in 1951-52. 
|Then the Brazilian syndicate 
withdrew. 


F&SE&R Adds Dick Products 

| A.B. Dick Co., Niles, Ill., maker 
of duplicating devices and sup- 
plies, has appointed Fuller & Smith 
& Ross, Chicago, to handle its ex- 
port and Canadian advertising. J. 
Roland Kay Inc., Chicago, former- 
ly handled the account. The move 
now coordinates the advertising 
|of A. B. Dick Co., A. B. Dick Co. of 
Canada Ltd., A. B. Dick Export 
|Co. and A. B. Dick International 
Co. F&S&R has handled the com- 
|pany’s domestic advertising for 
\eight years. 


‘Larzelere Joins Fact Finders 

William W. Larzelere, formerly 
marketing manager of Schenley 
| Distillers and market research di- 
rector of United Distillers, has 
joined Fact Finders Associates, 
New York, as exec vp. 


eas ites piss Lye ASG 2) na oak a Se Se Re ee : ie eo ee |) Clie eee TRE 
Sia a Mi 7.) AY acc? 4 ‘ ° | ' in wail ’ ‘ 
BY $ 
at 10 Advertising Age, January 30, 1956 4 
= | i 
a 2 ie ea 

: "| F —° mt 
be. 74 hf : ee F sy 4 s A q 
a aa A, at Ea “a a 5 
"ee 2 <> mA soi seer Rid Sia 
eae 
: Pil © SD eee CCU 

4 _ . 
i ae 
ais! 
NN ea 

= 5: Cagle =... b ; — 
B. aA 2s ty ~ ete] »| 2: gla : . * pas» gy 
a ae ~ fl ae & [: | = 
ee : < y pr S > . ies — an | H tom | 
é eae eR 4 act 4 ma | || 3 nl 
es a fz ‘ 4 i i, \ fe ! j * ' 
ey ¥ i we Ws, eee! 8) \ ; a 
: i \ . Saar i iy ’ ae a ; = ; ; mM 

ra \s wet ' a ‘ ay bail’ 2 7A g=--.. e ra / ee 
= BS 4S even ‘ 
era yet OS oo ae as oS qe pes | i “oa 
ae ie aes ee > aaa =, rom , — ss i :> 3" Ft fom, % J rs Sif Mri 
a BS ai ec 2, i / = OOo } 
as a pall ; ee. i Ny ~ pe ee | as ee ot xX 4 Nie —— 
ie f vant 3 . . — : oo td ba “2 be i . 
4 —-a ; Ry | i 
ie ea > ~ 4 “oe \ \ Sc ” a oF = _ \ S 7 
Med a . ‘ “ » € ; - P z ‘ek @ Y 2 -" we “= ‘ 

+# on” B B ‘ / a 4 aoe : ‘eule 
= a Sea See 5 ee ie $ a ; ae = - > | 
Rs > Bs =) _- wT “s Pl y . 2 - 
oe SING, nN 4 EK 4 oe Pog 
= po? ei “ * \ ¢ iy rs ad : Ce) ~ / 
Pete os ‘ ‘ + an ; : F - ° 
a -_  apot! ll « 332 / 
4 iN pi AN woh i, “RE : 
AND 
a a ‘ 
ae ’ 
xe 
7 
Ps 
a 
Pa 
ii 
3 
: = Ae Pun Tae 

ce OO —“CSSCSC‘CCiésC SS yg BE 
me | (Ci ee BS ed AIRE tpg” 
2 (i = eS am nied a Cle E 
a. \* Sd nl ne Foose aS 
= THE INDIANAPOLIS STAR @ 45 > WY 
a | INDIANA 4 | 
7 THE INDIANAPOLIS NEWS : 
bes ~ ; ; ~ d : i ? ear 2 : Ae i ea : = So ie 3 Ta as eS 


Advertising Age, January 30, 1956 


Calgon Uses Air, 
Print Mediain — 
All-Product Play 


PITTSBURGH, Jan. 24—Calgon 
Inc. will feature a nationwide 
contest in the opening round of 
its 1956 advertising, which the 
company calls the “biggest pro- 
gram in its history.” 

Here’s the schedule to date of 
the company’s initial plans: 

1. An “I like because——” | 
contest about any Calgon prod- | 
uct, to break in March, with 
support in Life, This Week 
Magazine and various Sunday 
newspaper supplements and tv 
and radio spots. 

2. A special push in March 
on Calgonite in half page and 
two-thirds page b&w ads in 
Good Housekeeping, House 
Beautiful, House & Garden, Par- 
ents’ Magazine and Sunset) 
Magazine. 

3. A splash of nationwide, lo-| 
calized newspaper advertising 
on Thanx, the company’s gen- 
eral purpose household cleaner. | 

4. Special promotion on Cal-| 
gon Bouquet, a scented water 
conditioner, in Holiday, The| 
New Yorker and Town & Coun-| 
try at unannounced dates. 


® These initial projects also 
will be given television and ra- 
dio coverage. 

Promotion for Calgon will be 
resumed Feb. 23 on Dave Gar- 
roway’s “Today” on 65 NBC-| 
TV stations. Calgon also has 
renewed schedules with the tv 
“Panorama Pacific,” on KNXT, 
Los Angeles; KPIX, San Fran- 
cisco; KFMB-TV, San Diego; 
KOIN-TV, Portland, Ore., and 
KTNT-TV, Seattle. Don Mc- 
Neill’s “Breakfast Club” on 342. 
AEC stations will open the Cal- 
gon promotion Feb. 16. 

The contest, titled “Tell-a- 
friend,” is Calgon’s first contest. 
Homemakers are asked to relate 
their enthusiasm about Calgon 
products to a friend, then write 
to Calgon narrating the story 
they used to describe “what 
they liked about the Calgon 
product.” 

Winning entrants and their 
respective friends will be recip- 
ients of awards. 

A total of 300 prizes, worth 
$25,000, will be awarded. Top 
50 entrants will be offered the 
choice of an electric dishwasher 
or an automatic clothes dryer. | 
Next 100 winners and all win- 
ning entrants’ “friends” will be | 
given electric coffee makers. 

Cost of the various advertis- 
ing campaigns was not dis- 
closed. 


Cunningham Joins Symons 
George P. Cunningham has 
been named manager of adver- 
tising and public relations of 
Symons Clamp & Mfg. Co., Chi- 
cago, producer of clamps and 
concrete forming equipment for 
the construction industry. Mr. 
Cunningham succeeds James 
Norris, who is now Symons’ 
sales representative in the Min- 
neapolis area. Mr. Cunningham 
was formerly with Henri, Hurst 
& McDonald and Dancer-Fitz- 
gerald-Sample. 


Wooster Rubber Appoints — 

Wooster Rubber Co., Wooster, | 
O., has set up a marketing re-| 
search division and has ap-| 
pointed James W. Cooley, for-— 
merly publicity director, to 
head it. The work of the new} 
division will be closely cor- 
related with product develop- 
ment. The company makes 
Rubbermaid products. 


Amalie Division to Kroening 

Clifford A. Kroening Inc., Cleve- 
land, has been appointed to handle} 
advertising for the Amalie division 
of L. Sonneborn Sons Inc., Frank- 
in, Pa., producer of Pennsylvania | 
motor oils, greases and lubricants. | 
Humbert & Jones, New York, for- 
merly had the account. The Amalie | 
campaign will consist of distributor | 
and consumer promotion using 
posters, magazines, taxicab display 
cards and other media as well as 
trade publications in the automo- 
tive field. 


Lewin, Williams Gets ‘True’ 
Lewin, Williams & Saylor, New 
York, has been appointed to han- 
dle advertising for True. Royal &| 
deGuzman, New York, which re-| 
signed the True account, continues 
to handle advertising for Fawcett 
Women’s Group, Men’s Group, 
Mechanix Illustrated, Fawcett in- 
stitutional and Fawcett-Dearing 
Printing Co. 


‘ 
If you think In presenting your product, illustration and 
| sales message to customers rarin’ to buy, the power 
you have | and purchase appeal of fine photoengraving 
reproduction and relief printing has yet to be matched. 
the best, But even the best of printers, publication or otherwise, 
can do little to improve on poor engraving material. It 
show it by is expensive folly to print on invaluable white 
space with anything but completely trouble free plates 
the best whether they be color or black and white. 
Hutchings & Melville instill a feeling of security 
in their customers by making engravings that 
SELL AT THE POINT OF IMPRESSION. 
photoengravers Hutchings & Melville, Inc. 


4043 N. Ravenswood Ave., Chicago 13, Illinois 
Phone: EAstgate 7-9220 


Skilled operators of the imported Klimsch Camera 4 Color Proofing Presses 


Well, here’s one. It’s a Canton Island outrigger, all sewed together with coconut 
fibers. When the intrepid skipper and crew want to come about on the 

opposite tack, they don’t. Instead, the bow becomes the stern, and vice-versa. The 
maneuver is nerve-wracking, but eventually it gets them where they want to go. 


This is high versatility — and it takes a lot of skill. So, too, does selection 
of media that will let you reach a maximum of your best prospects — 
particularly if you’re selling. quality goods and services. 


As more and more advertisers are discovering, The National Geographic puts 

a solid keel under your messages. It gives you smooth sailing into more than 
2,000,000 high-income homes (over $7,000 median, latest figures show) where 
well-educated, inquisitive-minded people want — and can afford to buy — 
better things for themselves. 


How successfully The National Geographic reaches (and influences) this unique 
concentration of buying power is reflected in many ways. One of them is the 
10.5% increase in advertisers using The National Geographic during the past year. 
We'd be happy to have you aboard in 1956. 


THE NATIONAL 
GEOGRAPHIC 
MAGAZINE 


Washington 6, D.C. ay 


influencing the buying decisions 
in over 2,000,000 homes 
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",..52 FOUR-COLOR ADS 


One every week this year... 
placed by Hunt...in The 
American Weekly. 


More and more advertisers realize it — when The AMERICAN WEEKLY 
moves in, merchandise moves out. 


Here’s Hunt with the biggest sales drive ever put behind a single gro- 
cery product through the pages of this compelling Sunday magazine. 
52 full-color insertions to sell the Great AMerIcAN WEEKLY Family 
whose food bill runs about $9 billion a year. 


Hunt knows that The AMERICAN WEEKLY lays down the bulk of its 
vast circulation in the fertile areas which account for 4 out of every 5 
dollars of super market sales and 7 out of every 10 dollars spent in 
grocery stores. ~_ 


With The American WEEKLY, advertisers provide retailers with all the 
direct sales support national media can muster . . . bring to bear a ter- 
{rific power for emptying stores’ shelves and filling larders. 


Te K MERICAN WEEKLY 


Beamed to the Enthusiasms of over 10 million American Families 


THE AMERICAN WEEKLY, 63 VESEY STREET, NEW YORK 7 © Distributed by: 


ALBANY TIMES-UNION « BALTIMORE AMERICAN « BOSTON ADVERTISER ¢ BUFFALO COURIER-EXPRESS ¢ CHICAGO AMERICAN « CINCINNATI ENQUIRER « CLEVELAND PLAIN DEALER » COLUMBIA, S. C. STATE 
CORPUS CHRIST! CALLER TIMES « DALLAS TIMES HERALD e DETROIT TIMES e HOUSTON CHRONICLE ¢« HUNTINGTON, W. VA., HERALD-ADVERTISER ¢ KNOXVILLE JOURNAL « LOS ANGELES EXAMINER « MIAMI 
HERALD » MILWAUKEE SENTINEL » NEW ORLEANS ITEM e NEW YORK JOURNAL-AMERICAN © PHILADELPHIA BULLETIN « PITTSBURGH SUN-TELEGRAPH » PORTLAND OREGONIAN « ST. LOUIS GLOBE-DEMOCRAT 
ST. PAUL PIONEER PRESS ¢ SAN ANTONIO LIGHT « SAN FRANCISCO EXAMINER SEATTLE POST-INTELLIGENCER ¢ SYRACUSE HERALD-AMERICAN « TAMPA TRIBUNE « WASHINGTON POST & TIMES-HERALD « WICHITA BEACON 
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Research Is Badly Needed Here 


In this week’s issue, ADVERTISING AGE presents, with some pride, 
the results of a study of percentage of sales devoted to advertising 
by more than 2,300 “advertising companies.” The study was fi- 
nanced by ADVERTISING AGE, and conducted by the University of 
Illinois under the direction of Prof. C. H. Sandage, whose name is 
not unknown in advertising circles. 

Nevertheless, as the authors are careful to point out, setting an ad- 
vertising budget as a percentage of sales—either past or anticipated 
—is not recommended as the most sensible way to determine the size 
of an advertising budget. The best known method is to set an objec- 
tive, then to determine as nearly as possible what it will cost in dol- 
lars to attain that objective. Needless to say, this is also the most 
difficult method of setting an advertising budget. 

Presentation of these figures serves once again as a reminder that 
in this vitally important area, on which all other elements of adver- 
tising strategy and tactics are based, our knowledge is of the most 
limited and elementary kind. No one really knows how much money 
to devote to advertising, nor what would happen if the current 
amount—no matter what it is—were to be doubled or cut in two. 

In a general way, of course, we can guess, and fairly accurately, 
what will happen under these circumstances. But our knowledge is 
far too general and unspecific to be worth very much in such un- 
sentimental and important jobs as putting a budget together. 

It is true, also, that we are unable to specify exactly what we are 
buying with advertising, in the same way that we can determine 
exactly what we want in a machine or a building. The tool of per- 
suasion is an indefinite tool, whose “output” cannot be measured in 
advance except in the most general terms, and therefore it is ex- 
tremely difficult for us to know exactly how intensively we have to 
run the “persuasion machine,” and at what speed, to accomplish a 
given result. So it is unlikely that we shall ever be able to budget 
advertising and selling costs in the same precise manner in which 
physical costs can be determined. 

Just the same, research and study should enable us to set con- 
tinually narrower limits of tolerance for the advertising budget than 
are now possible. And it is almost certain that management will de- 
mand such narrower limits more aggressively each year. 


A Second Career Is Open 


It is heartening to note, as we did in the news columns of this 
publication last week, that two more people known in advertising 
and public relations are embarking on “second careers” in the 
public service, after long and full commercial lives. 

We are referring to John R. Buckley, formerly vp and general 
advertising manager of Hearst magazines, who has taken over the 
post of national director of the U. S. savings bond division of the 
Treasury Department; and to Conger Reynolds, who has retired as 
public relations director of Standard Oil Co. (Indiana) to join Ted 
Streibert and Abbott Washburn, themselves both well known in ad- 
vertising, at the U. S. Information Agency, where he will be chief 
of the office of private cooperation. 

We are reminded, also, of Jack Cornelius, onetime executive vp of 
Batten, Barton, Durstine & Osborn, who is now serving as president 
of the American Heritage Foundation—and of the many other for- 
mer admen who have given and are giving themselves wholeheart- 
edly to public service activities of many diverse kinds. 

Each of them deserves a cheer, and a medal of commendation, and 
we hope their ranks will swell sharply in the years ahead. Advertis- 
ing and merchandising and public relations people have a great deal 
to contribute to government, and frequently are in a position to make 
the contribution without financial difficulty. 


It’s a wonderful way to top off a useful career. 


|good television drama than read 
| any time. 


ie sd mers receptionist 


—Virgil E. Jensen, Domestic Engineering Co., Chicago. 


“He said my job would be to answer the phone, take dictation, do 
some filing—and stay single.” 


What They're Saying 


“Why Johnny Can't Read’ | somebody holds? It would be bet- 
The question, submitted by Mrs. | ter to have the group look straight 
J. M. Morrison, 600 Mackinaw, Cal- | into the camera, giving the situa- 
umet City: Has watching television | tion at least a modicum of honesty 
caused you to do less reading? —they were having their “pitchers 
The place: Clark and Wacker. took” and nothing more. The chief 
William D. Matthews, Glenview,| trouble, it appears, is that in a 
construction superintendent: Yes.|men-at-work situation, nobody 
Not only has it curtailed my read-| wants to have his back to the cam- 
ing, but a lot of other things I used | era. Or, it may be that photograph- 
to do at home—like work. I don’t| ers just have no imagination. They 
read books or magazines, but I still| have seen the pattern of grouping 
manage a newspaper once in a| everybody around a piece of paper 
while. and here they go again. 
Milda Ubartas, Southwest Side, —Editorial in the Presbyterian Out- 
— look, Richmond, Va. 
receptionist: Yes. I used to read 
some magazines cover to cover, and Moderation Does It 
I don’t even touch them now. It’s ,.-Fesearch—in proper doses— 
a shame, but I don’t read books or is fine for certain types of adver- 


anything. I still read the newspa-|,. . , et ee 
per—on the way to work and at 9,4 problems. But too m o 


work. : 
In overdoses it becomes a crutch 
ee ee neocon “ for conformity, a substitute for 
e ge eotor: “Regrevabiy; | boldness, a stand-in for creativity. 
aie ot Pg ve ep — abe Copywriters depend on it for 
=—= Beare Se ideas, and account men use it in- 
things I don’t read too much now. ‘ 
When I do, I skies more and don’ |"*4 Judgment. 
dia ines aan. Under its influence the desire to 
Netelte Leiheker, Northwest|"* *%¢ becomes paramount, the 
Side, office worker: Well, I never urge to achieve becomes stifled. 
did do much, but now I don’t read And = Copy writer ¥ used to 
anything at all at home. I read the say, if you're afraid to go om on 2 
limb you’ll never taste the juiciest 
newspapers on the way to and fruit. 
from work. But I’d rather watch a ~— 
—Weekly house —- 


Stauffer, Colwell 
York. 


Bayles, ee) 


umn, Chicago Sun- 

i hee Naas — Power Holders 
In our modern technological so- 
Is It Vanity? ciety, the electorate is the supreme 
Is it vanity or lack of imagina- 
tion that produces so many poor 
photographs for the news columns? 
That is, why is it that almost every 
posed picture of more than one 
person has to be some staged affair 
arranged to get a full-face view of 
everybody and at the same time 
look as if it just happened to be so? 
Do you weary of the procession 
of faked shots that try to concen- 
trate everybody’s attention on 
some book or scrap of paper which 


public opinion, and that is deter- 
mined by the media of coramuni- 
cations. Those who control this are 
invisible power holders. 

—Karl Loewenstein, Amherst profes- 


sor, in a Charles R. Walgreen lecture 
at the University of Chicago. 


Juxtaposition 
How to Live on Your Income 
COMPLETE MYSTERY 
—Cover blurb on the January issue 
of American Magazine. 


authority. But it is motivated by ‘ 


Advertising Age, January 30, 1956 


| Rough Proofs 


About the only thing compar- 
able to the alacrity with which 
some advertising accounts change 
agencies is the speed of light, 
which moves at the rate of 186,000 
miles a second. 

+ 

The Biscayne Television Corp. 
has been awarded Channel 7 in 
Miami by the Federal Communi- 
cations Commission, and _ this 
means that your old friend Niles 
Trammell is back in business. 


It would be incorrect to say that 
Blue Book, which is being folded 
by McCall, is in the red, on ac- 
count of Redbook making such 
hefty increases in circulation and 
advertising. 

7 


Larry Valenstein must have be- 
lieved those Horatio Alger Jr. 
stories when he opened the Grey 
Advertising Agency in 1917 with 
$100 of borrowed capital. 

- 


Pierre Martineau, who believes 
in the emotional approach, says 
AA has a claque of columnists 
who plug for the salesmanship-in- 
print idea. 

Probably hired by the heirs and 
assigns of John Kennedy. 


* 

Attention New York Stock Ex- 
change: 

Polk Bros., Chicago discount 


house, is giving a share of Ford 
Motor stock to each purchaser of 
a Norge Hamper-dor dryer as a 
premium. 


Belief in the written word, says 
Walter Weir, may be “lost through 
the fabrication of a copy message 
by people who have little respect 
for clear, forceful writing and even 
less for veracity.” 

“Fabrication” is the polite term 
for a shorter and uglier word. 


H. H. Dobberteen referred to the 
Advertising Research Foundation 
as “not advertising, nor research, 
certainly not a foundation.” 

Monsieur Voltaire said it first of 
the Holy Roman Empire. 

+. 


D. C. Menzies says the appliance 
industry “needs conveniences like 
power steering and power brakes 
to obsolete the 40,000,000 refrig- 
erators now in service.” 

How about an electronic com- 
puter to flag the out-of-stock 
items? 

e 

Sponsors of the telecasts of the 
Republican national convention in 
San Francisco must be “acceptable 
to the public as a whole.” 

Does that rule out contributors 
to the GOP campaign fund? 

© 

“Gee, but there’s been a lot of 
dishonest advertising,” exclaimed 
George Romney, head of American 
Motors, before a Senate commit- 
ee. “It’s just revolting.” 

And right now it isn’t selling 
very many cars, either. 

* 

“A leader of business in this 
age,” says Conger Reynolds, “has 
to be an articulate man, accom- 
plished in the communications 
arts.” 

The future of the Dale Carnegie 
enterprises looks very bright. 

Cory Cus. 
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Advertising Linage is the Final Measure 
of a Newspaper’s Sales Power 


TOTAL CLASSIFIED ADVERTISING - 
1955 | 


| How do 
classitied 
advertisers 


rank 
Philadelphia [moves | sas 


10,014,000 lines | 5,729,000 lines 


In 1955 The Inquirer carried over 10,000,000 lines of Classified 
Advertising ...a gain of 1,000,000 lines over 1954... a lead- 
é ership of 4,300,000 lines over the second newspaper. 


The Inquirer has been the first choice of Classified advertisers 
in Delaware Valley, U.S.A. since before Media Records started 
measuring Philadelphia newspapers in 1928. 


First in National Advertising The Philadelphia Mnguirer 


First in Retail Advertising Constructively Serving Delaware Valley, U.S.A. 


First in Classified Advertising Sidhiatnn Aadeartiitadi tidmaeaittitinass 

NEW YORK—ROBERT T. DEVLIN, JR., 342 Madison Ave., Murray Hill 2-5838; 
First in TOTAL Advertising CHICAGO—EDWARD J. LYNCH, 20 N. Wacker Drive, Andover 3-6270; 
—_—— DETROIT—GEORGE S. DIX, Penobscot Bidg., Woodward 5-7260. 


West Coast Representatives: 
SAN FRANCISCO—FITZPATRICK ASSOCIATES, 155 Montgomery St., Garfield 1-7946; 
LOS ANGELES—FITZPATRICK ASSOCIATES, 3460 Wilshire Boulevard, Dunkirk 5-3557. 
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—Cover blurb on the January issue 
of American Magazine. 
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TOLEDO BLADE 
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but it is rewarding! 


First you build a local newspaper magazine full of what inter- 
ests your readers most: their own community, themselves. Then 
you print it in sparkling color gravure. 


Soon your retailers discover in your magazine a new dimension 
in advertising; another resultful vehicle for moving merchandise. 


Sooner or later national advertisers also learn that there is just 
no other way to penetrate markets so effectively. Consequently, 
more and more national advertisers are using locally-edited 
gravure magazines each year. To wit: last year national adver- 
tisers used a record 4,501,631 lines of advertising in the twelve 
Locally-Edited Group Magazines. 


Thus, while it isn’t easy to publish magazines of this calibre, 
it is rewarding — to the newspaper, to its readers and to its 


advertisers. 


TOTAL CIRCULATION OVER 3,238,000 COPIES WEEKLY 


Twelve of the BEST of the fifty-one 
Home-Edited Gravure Magazines 
Serving most of the nation’s great markets 


FOR MORE INFORMATION about these weekly newspaper gravure magazines, contact one of the 
following rep tati The Branh Company, Cresmer & Woodward, Inc., Jann & Kelley, Inc., 
Kelly-Smith Co., Moloney, Regan & Schmitt, Inc., O'Mara & Ormsbee, Inc., Scolaro, Meeker & 
Scott, Inc., Story, Brooks & Finley, Inc. : 
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Sherres Closes Agency. 
Joins Norman Waters 

Marvin Sherres, who has oper- 
ated his own advertising agency, 
Marvin Sherres Inc., New York, 
since 1944, has liquidated the 
agency and joined Norman D. 
Waters & Associates, New York, as 
a& partner and vp. Bernard Beallor, 
assistant production manager, has 
also moved to Waters. 

Mr. Sherres is bringing in about 
15 accounts to the Waters agency. 
He reports their billings at “around 
$200,000.” 


Donaldson Heads Radio-TV 
Edgar J. Donaldson, associate 
radio-tv director of Ketchum, 
MacLeod & Grove, Pittsburgh, 
since 1952, has been appointed 
radio-tv director of the agency. 
He succeeds Lansing B. Lind- 
quist, who resigned to become a 
McCann-Erickson vp. 


census of governments; a special 
interim housing census, and to 
start work on censuses of business, 
manufactures and mineral indus- 
tries scheduled for 1958. 


Agriculture, Housing 
to Absorb Most of 
Statistical Budget 


WASHINGTON, Jan. 24—Expanded|# Of the new funds for current 
research in agricultural and hous- | information, the agriculture re- 
ing fields consumes most of the) ‘search service gets a $500,000 in- 
$3,200,000 increase recommended crease to study economic prob- 
by President Eisenhower’s 1957 | lems confronting farmers in the 
budget for federal economic and/| Great Plains area and to improve 
statistical programs. crop and livestock estimates. The 

The total bill for current eco-/|agricultural marketing service is 
nomic and statistical work by all| increased by $900,000, much of it 
government agencies for 1957 for studies of market develop- 
adds up to $35,100,000 in the budg- | ment. 
et, compared with $31,900,000 in| Commerce Department is given 
the year ending June 30, and $27, -|an additional $600,000 to improve 
800,000 in the preceding fiscal year. Statistics on non-residential pri- 

In addition, the President has Vate construction, and state and 
requested $4,800,000 to complete | local public construction activity. 
publication of the 1954 censuses of| The special $1,800,000 “national 


business, manufactures and min-| housing inventory” to be con- 
eral industries; to provide a 1957 ducted by the Census Bureau is to 


|provide information on the num- 


Man is the 


Magic! 


The secret to solving the equation of the electronic 
market is the engineer. He alone demands supply 
pples demand. And JRE always remembers 


and sup 
the man! 


IRE edits to him and for him in his own engineer- 
“Proceedings of the IRE”. It is the only 


ing journal, 


industry index that lists engineers .. . 
in its IRE DIRECTORY. It exhibits to him at the Radio 
Engineering Show at which 42,133 engineers and 


businessmen meet! 


You cannot afford to leave engineers out of the 
electronic market equation. You cover these engi- 
ou advertise in “Proceedings of the 

IRE DIRECTORY. 


neers when 
IRE” and in 


Engineers are educated 
to specify and buy! 


| ber and characteristics of dwell- 
ings for the nation, for regions 
and for 35 important metropolitan 
areas. 


s The President said the final re- 
sults of the 1954 censuses of busi- 
ness, manufactures and mineral 
industries will be in print before 
the end of this calendar year. He 
requested $150,000 to prepare work 
on the next censuses of business, 
manufactures and mineral indus- 
tries, which are scheduled to cover 
1958. 

The overlap in work on the 1954 
and 1958 censuses in these fields 
was caused by the fact that cen- 
suses now being completed were 
originally scheduled to cover 1953. 
In the midst of the Korean fight- 
ing, however, Congress refused 
funds to allow those studies to be 
made for 1953. 


40 000 of them 


Schenley Promotes Gertz 
Edward M. Gertz, formerly 
president of Exford Distributors, 
Long Island City liquor whole- 
saler, has been appointed national 
brand manager of the Old Charter 
bourbon division of Schenley Dis- 
tillers Co., New York. Mr. Gertz 
has been active in the liquor in- 
dustry since 1919, and at one time 
was national sales manager of the 


INSTITUTE OF RADIO ENGINEERS 


former Bernheim Distillery, Louis- 
ville, which Schenley purchased in 


Proceedings of the [RE 


1475 Broadway, New York 36, N. Y. 


1937. 


Webber to Diamond Match 
Charles A. Webber, 
with National Lead Co., has joined 


Advertising Department 


the match and woodenware divi- 
sion. 


A 


SPECIAL 


PROBLEM 


In many years of producing fine color photo- 
engravings for letterpress reproduction in na- 
tional magazines we have mastered the precision 
operations needed to satisfy the different print- 


ing needs of each publication. 


¢ Our Gravure 


Division is staffed, equipped, and organized to 
specialize in making and proving gravure posi- 
tives for national advertising. This problem has 
so many variables that specialization is the con- 


dition of success. 


The only way we know to 


match the reproductive quality of letterpress in 
gravure is to apply the same experience and hold 
firmly to the same standards of craftsmanship. 


When you think of gravure for national advertising think of CM & H 


icago 6 Ntrmeis 
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COLLINS, MILLER & HUTCHINGS, INC. 


AMERICA’S FINEST PHOTOENGRAVING PLANT 
FOR LETTERPRESS AND GRAVURE 


formerly | 


Diamond Match Co., New York, as | 
assistant marketing manager of | 


Advertising Age, January 30, 1956 


Getting Personal 


E. J. Bock, associate director of marketing of Monsanto Chem- 
ical’s inorganic chemicals division, has been granted leave of absence 
to attend the spring session of the advanced management program 
at the Harvard University Graduate School of Business Administra- 
tion. .. 

Raymond Blattenberger, Public Printer of the United States, re- 
ceived the W. C. Hamilton & Sons award for the Philadelphia Man 
of the Year in Graphic Arts for 1956. The award, an atmospheric 
clock and a certificate, was presented at a luncheon on Jan. 19 at 
the Benjamin Franklin Hotel as part of the Fourth Annual Printing 
Week. The date of the award also marked Mr. Blattenberger’s 64th 
birthday. . . 


BIRTHDAY—Presenting birthday gift to Horace A. Carter, right, presi- 

dent of the William Carter Co., knitwear maker, is B. E. Vaughan, 

vp in charge of the Boston office of Batten, Barton, Durstine 
& Osborn. The birthday was Mr. Carter’s 87th. 


Marian Jane Thomas, daughter of Mr. and Mrs. George Cullen 
Thomas, was married Jan. 14 in Wayzata, Minn., to Richard Fewell 
Noland, son of Mr. and Mrs. Richard Noland. The bride is a reporter 
and feature writer for the Minneapolis Star and Tribune; her father 
is senior vp of General Mills. The groom is a copywriter in the Min- 
neapolis office of BBDO; his father is president of R. R. Noland Co., 
Minneapolis agency. . . 

Kenath T. Sponsel, executive vp of Erwin, Wasey & Co., New 
York, accepted the chairmanship of the advertising and public re- 
lations division of the New York City Cancer Committee. . . 

Ray Beach of Foster & Kleiser Co.’s Portland, Ore., office won a 
week’s vacation trip for two to Hawaii, awarded by the Oregon Ad- 
vertising Club. .. 


NO FOOLERY—Stuart F. Louchheim (right), president of the Phila- 

delphia major appliance distributing company bearing his name, 

presents a check to Maurice Heckscher, president of the Communi- 

ty Chest of Philadelphia and vicinity, as payment for 1,329 “Chest- 

ificates.” Mr. Louchheim sent these contributions to the chest instead 

of the usual Christmas remembrances to friends and business con- 
nections. 


Donald W. Thornburgh, president of station WCAU, has been ap- 
pointed chairman of a five-man committee to plan the 1956 annual 
dinner of the Philadelphia Chamber of Commerce. Harry Batten, 
board chairman of N. W. Ayer & Son, is a committee member. . . 

Athol McQuarrie was honored with a testimonial dinner given by 
executive officers and directors of the Assn. of Canadian Advertisers 
in recognition of his outstanding contribution to Canadian advertis- 
ing during his 14 years as general manager of the group. He retired 
on Jan. 1. A gift of money was presented at the dinner by M. M. 
Schneckenburger, ACA president. . . 

Lee Ruggles, art director in the San Francisco office of McCann- 
Erickson, has returned from a lengthy visit to Spain and France, 
where he made a study of advertising art. . . 

Robert M. Easterbrook, on the advertising and publicity staff of 
the Aetna Life Affiliated Cos., is writing a Saturday bridge col- 
umn for The Times, Hartford, Conn., afternoon daily. . 
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With its first issue of 1956, dated January 7, 
TV GUIDE hit another new circulation high. 
The estimated total net sale: 3,950,000. 


Circulation 
REPORT 


The Secrets Behind Those Commercials! 
@ 


LOCAL PROGRAM LISTINGS 
WEEK OF JAN. 26—FEB. 3 


Where were those 3,950,000 copies bought? 


Over 1,000,000 were purchased at 
supermarkets. TV GUIDE sells more copies 


in supermarkets than any magazine except 
the four store-distributed books. 


Over 2,000,000 were purchased at other 
single copy outlets: drug stores, newsstands, 
tobacco, stationery, and other retail stores. 


About 800,000 represented subscriptions 
in force. Of these, the vast majority were 
originally ordered by mail direct to publisher. 


Still the fastest growing magazine in the world, 
TV GUIDE is also the medium for advertisers 
looking for high-quality, voluntary circulation. 


America’s Television Magazine 


National Advertising Office Advertising Offices in 28 Cities Including: 


400 N. Broad St. NEW YORK CHICAGO DETROIT 
Phila. 1, Pa. 10 Rockefeller Plaza 6 N. Michigan Ave. 76 W. Adams Ave. 
Rittenhouse 6-1600 JUdson 6-4300 RAndolph 6-9470 WOodward 2-5115 
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in February’s 


Recommended reading * for agency men with eee 


e @ e airline and travel accounts: 


THE AIRLINES AND EQUIPMENT SPREE 


Having contracted for an enormous amount of new 
equipment, how will the airlines cope with the new 
competition generated by C.A.B.? Where do the air- 
lines expect to find the traffic to fill the new planes? 


ee e industrial accounts: 


THE DE-DECENTRALIZING OF BLAW-KNOX 


Fifty years of shortsighted diversification and un- 
controlled decentralization left this “department store 
of the steel industry” in sorry shape. Now a tough 
minded President is pulling it back to health. 


e @ e automotive accounts: 


HOW HARLOW CURTICE RUNS G.M. 


What does it take to run the world’s biggest, most 
influential, and most profitable industrial organiza- 
tion? What kind of an operator is Curtice, and how 
does he earn his $800,000 a year? 


e e eapparel and growth accounts: 


WHY COMPANIES SELL OUT 


“The seller may be seeking liquidity, tax savings — 
or just a sucker. Any fool can buy businesses,” warns 
Royal Little, Chairman of Textron American Inc. 
“The question is whether the business you buy will 
continue to be successful.” 


e e edrug accounts: 


CONNOR OF MERCK 


A FORTUNE portrait to introduce the new chief 
of a major U.S. drug merger — Merck and Sharp & 
Dohme. 


Also recommended reading for agency men: 175 

pages of the most outstanding advertising cur- 
rently being created by U.S. Advertising Agencies— 
FORTUNE’s biggest February ever in advertising 
revenue. 
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M9 Advertising Age, January 30, 1956 


Raytheon, Hotpoint Cook 
| Raytheon Mfg. Co., Waltham, 
Mass., and Hotpoint Co., Chicago, 


About the Battle Creek, Michigan, Food Market |have entered into an agreement 


, - ; ‘under which Raytheon will supply 
To help you do a more effective advertising and selling job in the Battle technical assistance and electronic 


Creek area, the Enquirer and News offers the following reports: ‘components for microwave cooking 
| ovens to be made and marketed by 
“Pertinent Facts About the Battle Creek, |Hotpoint for home use. The Hot- 
wed T e@ Michigan Food Market.” ‘point unit resembles a convention- 
ames |: a al built-in wall oven, but cooks | 
a | > “Food Shopping Facts’’—A survey of ‘foods in minutes by microwave | 
As @ food buying habits. “energy. | 
it ‘A Raytheon two years ago intro-| 
= from ational Representatives or Write Direct. duced its Radarange oven for com- | 
earnr crn oo =" _ na mercial use. The microwave energy; oy. A 
sone SELL This $40,000,000 Food Market With Advertising In The. . . which is used to cook food is the | ance 
same as that employed by radar. | 


| 
Cozzens to BBDO. Boston [TEXTILE IDENTITY—American Viscose 


URE) ENQUIRER Ann NEWS  [ieieaeeennennel aie ie naam 


MICHIGAN Member of Federated Publications account supervisor in the Cleve-|color ads in 11 consumer mag- 
land office of Batten, Barton, Dur-|azines to promote the Avisco trade 
_ Cereal Food © REPRESENTED NATIONALLY BY stine & Osborn, has joined the|name in textiles. Print ads for in- 
Capital of the World SAW VER-FERGUSON-WALKER COMPANY agency’s Boston office in a similar | dividual products will be supple- 
capacity. |mented by spots on the NBC-TV 
| “Home” show. This page is sched- 
|uled for the March issue of Living 
|for Young Homemakers. N. W. 
Ayer & Son is the agency. 


C&C TV Corp. Is 
‘They Do — Inviting Stations 
THEIR SHOPPING | pdlngialinyengarie 
cae ‘ New York, Jan. 24—Don’t go 
: Ren «i ' . out to see the prospects, invite the 
From ‘Irne ‘ rs prospects to come in to see you. 
Dail ~e == This is the unorthodox sales 
Y : i Ga technique which Matthew Fox is 
4 ge: using to sell the 740 RKO films to 
Newspaper... rim 'which C&C Television Corp. has 
é wail a Pes f tv distribution rights. 
| Mr. Fox, who is president of 
C&C, has invited tv station owners 
and managers to come to Atlantic 
eae City to sit in on special sales ses- 
The 7 Southam Newspapers : ¥ sions. All expenses paid, of course, 
‘eo , for them and whatever aides they 
influence more than ; | need to complete a deal. 


1,400,000 Canadians i The station men will be invited 
; fm to attend C&C’s sales convention 
g . ; — | i2 /in small groups so they can be 
every shopping day oo 7 ~~ j |given special attention. They can 
i ate ‘ , : |screen as many of the movies as 
of the week! iA. ataiens 8 . fo pode |they wish. All questions will be 
5 i : “ : welcome. However, C&C naturally 
|expects the proper combination of 
screening, talking and negotiating 
| will lead to a lot of signed con- 
| tracts. 

Mr. Fox’s top aide in this sales 
project will be Erwin Ezzes, who 
has been named vp and general 
sales manager of C&C Television. 
He recently resigned as sales man- 
ager of Guild Films. He previously 
was associated with Mr. Fox as 
sales manager of his former tv 
film distributing company, Motion 
Pictures for Television. This com- 
pany is now inactive. 


@ Mr. Ezzes’ staff will include 
three former Ziv Television sales- 
men—Ted Rosenberg, Noah Jac- 
obs and Arthur (Skip) Steloff. 

Richard B. Morros, previously of 
Film Classics, has been named ad- 
ministrative director. Gene Cogen, 
formerly with Paramount Pictures 
Corp. in Los Angeles, has been ap- 
pointed publicity director for C&C. 

The first group of station men 
arrived in Atlantic City last week- 
end. This strategy will be used to 
cover all ty markets. 


‘American Artist’ Joins ABC 
American Artist, published by 
| Watson-Guptill Publications, New 
} a. a! “4 ; York, has joined the Audit Bureau 
rs st we Se zs of Circulations. The monthly’s first 
ABC statement shows an average 


YOU GET“ACT ° a2) HEN YOU ADVERTISE IN ge circulation in excess of 


THE SOUTHAM NEWSPAPERS ee 


OTTAWA HAMILTON WINNIPEG CALGARY MEDICINE HAT EDMONTON VANCOUVER | Ralph H. Braun, formerly on the 
public relations staff of Batten, 


Citizen Spectator Tribune Herald News Journal Province Barton, Durstine & Osborn, has 
TORONTO MONTREAL GREAT BRITAIN UNITED STATES been appointed director of public 
The Southam Newspopers F. A. Sm Cresmer & Woodward Inc. (Can. Div.) relations of Fedders-Quigan Corp., 


yth 

1070 Bleury St. 34-40 Ludgate Hill New York, it, 19°, M th, N. J fact f 

4 i : — Chica aspeth, N. J., manufacturer o 
C. MeCogue, Monager Londen EC, 4, Englond _ in fete oe ‘room air conditioners. 
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new HIGH 


for The Milwaukee Journal 


4,456,955 


lines of advertising in 1955- 


a gain of 5,086,658 lines over 1954 


and second largest volume in the nation 


Here are some of the market growth factors 


contributing to the greatest year in Journal history 


1,022,000 POPULATION—aining 115,000 since the 
1950 Census, Greater Milwaukee now has more consum- 
ers than any one of a dozen states, and all within 12 miles 
of the city center. Milwaukee county alone has 972,000 
—a gain of 100,000 since 1950. 


$ BILLION IN NEW BUILDING — In Milwaukee 
county alone construction contracts in the past six years 
totaled $1,091,000,000. This included over 48,000 new 
homes, according to the F. W. Dodge Corporation. 


EMPLOYED NOW 433,090—The number employed 
in Milwaukee county rose to a record of 433,090 in De- 
cember 1955 —an increase of more than 50,000 since 


1950, according to the Wisconsin Industrial Commission. 


DEPARTMENT STORES EXPAND—De partment 
store sales in Milwaukee were up 14% in December over 
a year ago. In four new regional type shopping centers 
(present and planned) Milwaukee will have six new de- 


partment stores and nearly 200 other new stores. 


The Milwaukee Journal 
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For the third straight year... 


FIRST in aavertising 


page gains among 
news and management 
weeklies 


TOTAL ADVERTISING PAGES— 1954 vs. 1955 1954 1955 PAGE GAIN 


U.S.News & World Report... 2,760.46 3,020.77 +260.31 
Business Week............9,468.56 5,663.46 +194.90 
Newsweek................2,819.47 2,954.25 +134.78 
Reins. cvccce my OGe eee ©3502 


Source: Publishers Information Bureau 
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Now more than 775,000 net paid 
PAGE GAIN-1954 PAGE GAIN-1955 _. .a market not duplicated by any other magazi 
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| Magazines 


circulation 
||| in the field 


Second among all 


magazines in 


advertising page 


gains 


Now only five other 


magazines carry 


more advertising 


pages 


\ 
A: 


TOP FIFTEEN MAGAZINES IN ADVERTISING 


PAGE GAINS 


PAGE GAINS 1955 vs. 1954 


+ 343.03 
+ 260.31 
+ 222.33 


FARM JOURNAL 

ESQUIRE ; 

NEWSWEEK + 134.78 
+ 133.53 
+ 132.24 


Source: Publishers Information Bureau 


TOP FIFTEEN MAGAZINES IN ADVERTISING PAGES 


1,697.21 
1,689.69 


1,574.02 
SUNSET 1,524.41 
HOUSE BEAUTIFUL 


GOOD HOUSEKEEPING 
Source: Publishers Information Bureau 


An essential magazine 


Essential to mors and 
more readers 


Essential to more and 
more advertisers 
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| BUSINESS WEEK..............0.0.0+6+ 5,468.56 BUSINESS WEEK...................++ 5,663.46 ; ; 
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‘ | pool market since 1952” as the rea-| 
st er S ew 'son for the expanded promotion. 


Mr. Hoffman predicted that 30,- 
000 new pools will be built in the 
U. S. in 1956. Total expenditure 
will be around $325,000,000, he 


Push Sells Her 
" o ee . 
| blish looks f 
Favorite Habitat 7,22", fs" 


? back yard pools costing between 
_ (Continued from Page 2) $1,500 and $2,000. Principal targets 
tional sales manager for Playtex of the pool manufacturers are 
and Eversharp, says hopefully, home-owning families with an- 


“1956 will be the swimming pool | nual income of $10,000 and up. | 
year.” He points out that the “pri- 


Atkinson Joins Pabst 

Maurice Atkinson has been ap- 
pointed to the position of director 
of sales development of Pabst 
Brewing Co., Chicago, a new de- 
partment for training all Pabst 
sales personnel and distributor 
personnel. For the past two years, 
Mr. Atkinson was director of beer 
merchandising of Einson-Freeman 
Co., producer of display materials, 
and consultant on merchandising 
to the National Beer Wholesalers 
Assn. 


‘Teen Girls Will 
Dream Up Parties 
in Towle Promotion 


NeEwBuRYPoRT, Mass., Jan. 24—| To the girl who plans the most 
The Towle Silversmiths are giving original, suitable, correct and com- 
‘college and high school girls a plete party will go $2,000 towards 
chance to plan a “dream party” |a college scholarship or two $1,000 
and win a $2,000 scholarship. 

In a nationwide contest called| will be awarded Towle sterling. 
“Let’s Plan a Dream Party,” girls The contest closes April 2. 
are invited to pick out a Towle| Entry blanks are available only 
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|pattern at their local jewelry and 
| department stores. Then they go to 
| work and dream up—in lavish de- 
tail—any kind of party they 
wish, planned around the use of 
the Towle pattern they selected. 


|U.S. savings bonds. Other winners 


vate backyard swimming pool 
market has doubled each year 
since 1951 and really boomed in 
1955.” 

The trade ads point out that “no| 
construction of experience is neces- | 
sary.” Qualifications include: 
“Men who have $2,000 to $15,000 
cash available (depending on pop- | 
ulation) for an easy-to-handle in-| 
ventory of packaged pools. Men of 
financial responsibility who can) 
help customers arrange easy bank | 
financing so essential to high vol-| 
ume sales.” 


® Esther Williams, in a bathing 
suit, of course, will be featured 
prominently in all promotions. | 
She appears in the trade ads. She 
will appear in ads to be run in 
Life and other magazines. She| 
will announce each dealer’s ap-| 
pointment in a local paper. She | 
will make public appearances. 

Dealers’ names and addresses 
will be carried in the national ad- | 
vertising. 

In a statement made expressly 
for use in the press, Miss Williams | 
said: “For many years it has been | 
my dream to see a low-priced 
swimming pool in every back yard 
—not as a luxury, but as an im- 
portant contribution to the health | 
and happiness of the entire family. | 
This has been my chief motivation 
in developing the easy-to-install 
Swim Pool Pak.” 


YEAR, HOFFMAN SAYS 
‘56 IS BIG AQUATIC 

New York, Jan. 25—Swimming | 
Pool Age reported today that) 


A 10 year record 


growth unmatched by any | 


1955 was the biggest year in circulation and advertising revenue in LOOK’s history. In 
the postwar decade 1946-1955, year after year after year without exception, LOOK has 
grown bigger in both circulation and advertising revenue. No other major magazine can 


more than $5,000,000 will be spent | 
this year for advertising and pro- 
motion of swimming pools. | 

Robert M. Hoffman, publisher of | 
the business magazine, said this | 
appropriation “is three times! 
greater than was ailocated in any 


CIRCULATION GAINS 
1955 vs. 1946 


ADVERTISING PAGE GAINS 
OR LOSSES—1955 vs. 1946 


previous year.” He cited the “tre- 
mendous boom in the swimming 


(Magazines with 


LOOK .. 


TELL YOUR 
STORY TO YOUTH 
WITH COMIC-TYPE 

INSERTS. 


B.H. & G. 
McCall’s 


Post... 


J yea 
W.H.C. . 


yd who have success- 
fully used this method to promote 
ideas and products to Youth in- 
clude General Electric, B. F. 
Goodrich, Eastman Kodak, Doug- 
las Aircraft, Assoc. of American 
Railroads, Nestlé’s and the N.A.M. 


L.H.J... 


Source: First nin 


*B. H. & G.— First 
Publisher's State 


over 4,000,000 circulation in 1955) 


-+eee. * 1,748,067 
* ..... * 1,488,320 
968,637 
885,996 
813,555 
489,303 
-+eee. © 347,464 


e months 1946 vs. first nine months 1955 


coccee # 
accore @ 
Tere 
osocee @ 


Publishers’ Statements to A. B. C. 


six months 1946 vs. first six months 1955 
ments to A. B. C. (latest available figures). 


Life ............ * 847.58 
LOOK........... * 646.40 


B.H.&G. ........ * 552.38 


McCall’s.........™ 144.05 
W.H.C. .........™ 261.29 
L.H.J. ..........™ 299.40 
Post............™ 346.82 


Source: P.1. B. 


We give you impact, economy and 
immediate distribution in one com- 
plete package. Your comic-type 
insert is placed overnight in 80,000 
junior and senior high school 
classrooms, and used as an integ- 
ral part of the class study pro- 
gram. It reaches nearly 2 million 
enthusiastic teenagers who sub- 
scribe regularly to Scholastic 
Magazines, and an additional 3 
million students, teachers and 
parents. Tell your company’s story 
this effective, low-cost way. For 
full information: 


SCHOLASTIC MAGAZINES 


Bept. 'C"', 33 West 42nd St. New York 36, 4.7. 


NOTE: In this period Loox gained more net paid 
A.B.C. circulation than Life and the Post combined. 


NOTE: Of the three magazines with page gains, 
LOOK had the fastest rate of gain. 
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in stores selling Towle, and the 
salespeople who serve the three 
top winners will receive $25 each. 


® Home economics teachers are 
urged to use the contest as a class 
project—and to the schools in 
which the three top winners are 
enrolled Towle will award a ster- 
ling silver plate properly inscribed 
with the winner’s name, name of 
school and the date. 

Full-page b&w ads will an- 
nounce the contest in the February 


issues of Co-Ed, Forecast, at end names to Adium Young Inc. 
moiselle, Practical Home Econom- /and Young Television Corp., New 
ics, Scholastic, Seventeen, and|York. The comp nies formerly 
What’s New in Home Economics.|were Adam J. Young Jr. Inc. and | 
Dealer aids include publicity re- | Adam Young Television Corp. 
leases, radio scripts, mat ads, coun- 
ter cards and invitation cards. | Pershall Elevates Taylor 
Cunningham & Walsh, New | J. R. Pershall Advertising Co. 
York, is handling the contest. |has appointed Arthur E. Taylor 
|chairman of its creative plans 
Companies Change Names | group. Mr. Taylor, « vp and mem-| 
Adam J. Young Jr. has an-jber of the board of directors, 
nounced that his station repre- joined the agency in 1948 to su- 


|sentative companies have changed pervise the Hotpoint Co. account. 


tw 
~~ 


‘Seeds Gets $1,000,000 Tastee Freez 
Ad Account, Absorbs Former Agency 


contests will emphasize two com- 
‘pany products, the All-Star sun- 
dae and the Presidential sundae. 
A total of $40,000 in prizes will be 
awarded. 


(Continued from Page 3) 
will concentrate on expanding the 
chain by attracting prospective 
store operators. 

Two consumer contests will be 
held to coincide with the maga- 
zine and newspaper drives. The 


® Tastee Freez is called the fastest 
growing chain in the soft ice cream 


of continuous 


other major magazine 


match this record of uninterrupted growth. At any time, this record would command the 
attention of alert advertisers. But when viewed in relation to what has been happening 
to other leading magazines of comparable circulation, it becomes even more important. 


ADVERTISING 


GAINS —1955 vs. 1946 


REVENUE 


B.H.&G.....+* 
McCali’s .... + 
Hide csee @ 


W.H.C......4 


- ™ : afr communication in this country. 
Post .......%* 35,975,858 Ee OS NN TD 
LOOK ......* 23,864,284 terms of sales to more and more 


16,864,303 advertising instrument of great efficiency— Caemten By 
5,054,076 offering more readers per advertising STATE, COUNTY OR TOWN 
dollar than any other major magazine. and 
3,957,564 As an expression of their confidence, By MAKE, YEAR, MODEL 
1,143,001 business already on the books in 1956 will @ NEW CAR BUYERS @ 
make the Ist quarter bigger than any © NEW TRUCK BUYERS @ 
Source: P. |. B. 


NOTE: In this period Loox rose from 13th to 4th 
place among all major magazines in advertising 
revenue and its rate of gain was fastest of all these 


magazines. 


... the exciting story of people 


The reason for Look’s phenomenal 
ten-year growth record is simply this: 
LOOK has a deeply-felt editorial impact 
on the lives of its 19,500,000 readers. 
It is one of the great means of 


advertisers. They know that Look is an 


other 1st quarter in LOOK’s history! 


industry by Leo S. Maranz, presi- 
dent. Since its organization four 
years ago, it has established more 
than 1,400 outlets in the U. S. and 
11 foreign countries and expects to 
have 2,000 by the end of this year, 
/he said. 

The sales volume for Tastee 
|Freez last year amounted to $30,- 
000,000, Mr. Maranz said. He esti- 
‘mated that the soft ice cream in- 
| dustry had more than $400,000,000 
jin sales for 1955. 
| Mr. Maranz said this was the 
itirst national advertising campaign 
|in the industry’s history. He pre- 
|dicted, however, that within two 
|years the other chains in the in- 
dustry would follow Tastee Freez’s 
| lead. 
| “The growth of the industry 
‘since the end of World War II has 
| been fabulous,” he said. “But com- 
petition is increasing so rapidly 
that I believe there is no alterna- 
tive to large ad budgets.” His com- 
pany’s budget for 1955 amounted 
to $500,000, he told AA. 


| 

| Speidel to Kaiser Aluminum 

| Conrad Speidel has resigned as 
| publicity manager of Weyer- 
| haeuser Timber Co. to become 
northwestern manager of public 
relations of Kaiser Aluminum & 
Chemical Corp., effective Feb. 1. 
Mr. Speidel, who will headquarter 
in the company’s Spokane office, 
succeeds Robert A. Sandberg, re- 
cently appointed public relations 
manager of Kaiser in Oakland, 
Cal. 


Magnavox Sales Up 20% 
Magnavox Co., Ft. Wayne, Ind., 
has reported sales of $34,000,000 
for the six-month period ending 
Dec. 31, 1955, a 20% increase over 
the $28,000,000 mark for the same 
period in 1954. The increase is at- 
tributed, Frank M. Freimann, pres- 
ident, said, to substantially higher 
| volume in tv and high fidelity ra- 
dio-phonographs; sales of the lat- 
ter increased by 80%. 


AUTOMOBILE OWNERS 


Names Available for U. 5S. 


@ TRUCK OWNERS @ 


Prices Within Reason 
For Full information: 
Send For Brochure AA 


ALLISON MAILING LISTS CORP. 


compilers 
400 Madison Avenue 
New York 17, N. Y. 


MUrray Hill 8-6500 
Elderado 5-4745 
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6 Most everyone enjoys America’s new leisure one way or another 
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Look almost anywhere and you'll see that America’s newest 
enthusiasm is enthusiasm. There’s a new zest for active living in 
the land, and its end result is an unparalleled opportunity for 
advertisers. 


Reach people in a holiday mood today, and you'll sell. There’s 
no better place to do this than on the pages of Holiday. 


For ten wonderful years, Holiday has been the voice and 
inspiration of the new life of leisure in America. It catches the 
spirit of the times, stirs imaginations, whets appetites for pleasure- 
giving products and services. Every word and picture puts readers 
in a responsive Holiday mood. 


For proof of how well this works for advertisers, note that such 
names as General Electric, Cadillac, Formfit, Zenith and U.S. 
Rubber have been in Holiday every year from the start. 


If you’re selling anything that gives people more leisure or 
more pleasure, your ads belong in Holiday. 


Holiday currently reaches 850,000 pace-setting famiiies 
with high incomes. They entertain more, travel more, 
play more—and are today being reached by more 
advertisers than ever before in Holiday history. Both 
revenue and linage set new records in 1955. 
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Four Sponsors Buy 
WCEFL’s $500,000 


Three-Sport Package — gear sur vena a ven vn 
2 — creasing 84° 1 am sittin 
Cuicaco, Jan. 26—Radio Station well, nere t meuteent ie piles ~ ant sul ‘ 
- : . n 
WCFL has negotiated the sale of a feet hep eabin $8 ee ute te Lge 
x - is ue o ter 
$500,000 sports package for 1956— vee. typias oot thee onal Airpeny soutneest 
1 Th © 


“the largest single sale of a radio 
sports package by an independent | 
station,” according to the station. 

Four companies will share spon- 
sorship of the entire package: 
General Cigar Co., Coca-Cola Bot- | 
tling Co. of Chicago, Oklahoma Oil | 
Co. and General Finance Loan Co. 

The broadcasts will include 
Notre Dame football and Chicago 
Cardinals professional football, 
plus huddle, halftime and score-| 
board shows; Chicago White Sox | 
regular and exhibition games, in-| 
cuding dugout, scoreboard and in- 
terlude shows; Notre Dame basket- 
ball games, plus pre-game and/| 
after-game shows; the two-hour 
daily Bob Elson interview show 
and a full schedule of spot an- 
nouncements. Announcers Elson, 
Don Wells and Joe Boland will 
handle most of the announcing. 

Agencies involved are Young & 
Rubicam for General Cigar, D’Arcy 
Advertising Co. for the Coca-Cola | 
bottler, Maryland Advertising Co. 
for Oklahoma Oil and Gordon 
Best Co. for General Finance. 


Per Cent Change Incorrect 

In reporting in the Jan. 16 issue 
that Iowa Farm & Home Register’s 
advertising revenue was $305,957 
in 1955 and $341,690 in 1954, AA 
inadvertently listed the per cent! 
change as +11. Actually the per) 
cent change was —10.5%. Last 
year lowa Farm & Home Register 
changed from 13 issues a year to 
12 issues. Its extra August issue 
was dropped when publication date 
was changed from the first Sunday 
of the month to third Sunday. 


Conti Backed in Spot Drive 
J. B. Williams Co., Glastonbury, | 


JUNEY’S JOY—This “letter from Daddy” is the first in a new series 

of cheesecake ads for Southwest Airmotive Co., Dallas, through Dan 

Baxter Agency. Though couched in a somewhat affectionate tone, 
the copy contains a lot of selling detail on Southwest’s services. 


It Just Can‘t Stop Using Cheesecake in Ads 


Gallant Customers Tell Southwest Airmotive 


Dattas, Jan. 24—It’s tough, but) series started this month with two- | 


Conn., has launched a new cam-| Al Harting, vp in charge of adver-| 


paign in spot radio and television | tising and public relations of 
to promote Conti castile shampoo|Southwest Airmotive Co., is still 
and Conti castile soap. The drive! stuck with the job of producing 
will run in major markets, on a ad campaigns consisting almost 
year-round basis. Bermingham,| entirely of cheesecake (AA, Feb. 
Castleman & Pierce, New York, is 14, ’55). 


color and b&w ads in Air Force, 
American Aviation, Aviation Age, 
Aviation Week and Flying & Flight. 
The series is called “A letter from 
Daddy.” All the ads show a model 
in a convivial pose, reading a let- 
|ter from her “Daddy” (who is a 


the agency. 


business airplane pilot). 
This is the fifth consecutive year 


The company’s newest girlie ad| 


December Sales 


Southwest has built its ad program 
on cheesecake. Last November the 
company decided to test the ef- 


of Chain Stores 


Advertising Age, January 30, 1956 


WARD GREENE Co. Ltd., to form Cockfield, Brown 

Havana, Jan. 24—Ward Greene, & Co. Ltd. He remained with the 
63, board member of the Hearst latter agency 25 years, rising to the 
|Corp. and general manager of King | P0St of vp and director. He joined 
Features, died Jan. 22 at the the Molson Brewery in 1945 and 


Anglo-American Hospital here. He became a director and general 


was taken to the hospital shortly 
after the ship on which he was en 
route to a California vacation 
docked at the Cuban capital. Cause 
of death was pulmonary edema 
complicated by pneumonia. 

Mr. Greene started his newspa- 
per career with the Atlanta Jour- 
nal in 1913. Later he worked on 
the New York Tribune, but in 1917 
he returned to the Journal to 
serve as a European correspondent. 
In 1920 he joined King Features. 
He was appointed general man- 
ager in 1946. 


HOWARD FLEMING 

OweEN SounpD, OnT., Jan. 24— 
Howard Fleming, 73, publisher of 
the Sun-Times and leading citizen 
of this Georgian Bay city, died Jan. 
19 of a heart attack. 

A newspaper man for 50 years, 
Mr. Fleming and his father bought 
the Owen Sound Sun in 1904, and 
14 years later absorbed the city’s 
oldest newspaper, the Sun-Times. 

The Fleming interests estab- 
lished radio station CFOS, in 
Owen Sound, in 1940 and station 
CKSF, in Cornwall, four years 
later. 


WILLIAM E. (BILL) COX 
STEUBENVILLE, O., Jan. 24—Wil- 
liam E. (Bill) Cox, 51, advertising 
manager of the Steubenville Her- 
ald-Star, died here Jan. 17 of 
cancer after a long illness. Mr. Cox 
started his career as classified ad- 
vertising manager of the Morning 


fied and display advertising for 
the Daily News, Saginaw, Mich., 
and was in the classified ad de- 
partment of the Repository, Can- 
ton, O. He came to the Herald- 
Star in 1935 as classified ad man- 
ager, and was named advertising 
manager in 1938. 


Press, Danville, Ill. He sold classi- | 


manager, retiring Nov. 1, ’55. 


ROSWELL MESSING 

Sr. Louis, Jan. 24—Roswell Mes- 
sing Sr., 71, chairman of the board 
of World Color Printing Co., which 
calls itself the world’s largest 
printer of comics magazines, died 
Jan. 12 of heart disease after a 
two-day illness. 

Mr. Messing and R. S. Grable, 
president, acquired the printing 
organization in 1922 from the late 
Nathan Frank, publisher of the 
‘old St. Louis Star. 
| World Color Printing Co. has 
plants in St. Louis and Sparta, II1., 
and also prints Sporting News and 
Billboard. 

Son of a rabbi, Mr. Messing once 
defended comics books by declar- 
ing that all the lurid tales in the 
world would not injure the char- 
acter of a properly reared child. 

World Color reportedly pub- 
lished the first original comics 
book in the country in 1936. Be- 
fore that time, comics magazines 
were merely reprints of newspaper 
strips. 


LUCILLE GOOLD 

New York, Jan. 24—Mrs. Lu- 
|cille Goold, 45, vp, copy supervis- 
‘er and a member of the plans 
board of Norman, Craig & Kum- 
mel, was killed in an automobile 
accident Jan. 19 near South- 
hampton, N. Y., when the car in 
which she was a passenger skid- 
ded into an Air Force truck. 

Mrs. Goold has been an officer 
of the agency since last August. 
| Before that she had been a vp at 
Ogilvy, Benson & Mather for six 
years. Previous to that she had 
been advertising and sales promo- 
tion director of Saks Fifth Ave., 
|and before that she was with Rus- 
seks Fifth Ave. here and with La- 
Salle & Koch, Toledo. 


oeoaee 0 eee FREDERICK BEERS 

MraMi Beacu, Fia., Jan. 24—| New Yorx, Jan. 24—Frederick 
Frank P. Rice, 65, former vp and | Beers, 75, a former president of 
treasurer of Hensley Co., Chicago) National Biscuit Co., died Jan. 16 
direct mail advertising company,|at his home here. He was gradu- 
died here Jan. 17. He formerly was| sted from Yale in 1902 and the 


active in the Direct Mail Adver- 
tising Assn. and Mail Advertising 
Service Assn. He was a former 
resident of Deerfield, Ill. 


PAUL JAVARAS 

Cuicaco, Jan. 24—Paul Javaras, 
69, editor and publisher of the 
Greek Press, a Greek and English 
weekly newspaper, died here Jan. 
21. Mr. Javaras was born in Greece 
and came to the U.S. in 1903. He 
returned to his home land in 1912 
as a volunteer in the war against 
Bulgaria. Mr. Javaras, a resident 
of suburban Oak Park, formerly 
was supreme president of the Pan- 
Arcadian Federation. 


EDWARD R. LADD 

EVANSTON, Itu., Jan. 24—Ed- 
ward Rixon Ladd, 72, publisher, 
president and principal owner of 
the Evanston Review, a weekly 
newspaper, in this Chicago suburb, 
died yesterday in Evanston hos- 
pital. He suffered a stroke in his 
home Jan. 22. Prior to founding 
the Evanston Review in 1925, Mr. 
Ladd served as business manager 
of the old Evanston News Index, 
a daily. He also worked as business 
manager of a daily in Tucson, 


Ariz. 
CAMPBELL L. SMART 
MONTREAL, Jan. 24—Campbell | 


Lorne Smart, former advertising 
executive and retired general man- 
ager of Molson’s Brewery, died 
here Jan. 17. 

He began his business career 
with Simmons Ltd. Later he joined 
National Publicity Ltd., which 


December % Gain. ——————12 Monthh——.,_® Gain 
1954 or Loss 1955 1954 orloss fectiveness of the approach. May- 
FOOD CHAINS F a . : 
“Grand Union .. $ 29,128,974 $ 21,478,154 435.6 $ 232,497,127 $ 184,406,704 +26.1 a = felt a + . tees — 
Jewel ........ 26,169,276 22,601,631 +15.8 306,625,038 275,192,112 +11.4| OF Cheesecake. So it ran teaser ads 
Kroger Co 113,878,037 85,702,420 +32.8  1,216,243,360 1,108,694,168 + 9.7| suggesting that it was considering 
National Tea ... 50,353,484 42,944,732 +17.3 575,585,266 520,300,324 +10.6 abandonment of its flimsily dressed 
Safeway ...... 136,043,013 126,164,570 + 7.8 _ 1,738,889,565 _ 1.637,732,198 + 6.2) Vir), 

Group Total . $ 355,572,784 $ 298,891,507 +19.0 $ 4,069,840,356 $ 3,726,325,506 + 9.2 : 

MAIL ORDER “a ’ 
Sears. Roebuck 424,235,756 391,181,450 + 8.4 3,223,266,123 2,887,415,296 +116 ® Only by twisting the company’s 
*Montgomery Ward 146,155,336 132,362,671 +10.4 999,646,943 a rea arm, it was suggested, might read- 

Group Total . $ 570,391,092 $ 523,544,121 + 8.9 $ 4,222,913,066 $ 3,795,369,428 +113) 6. Of the ads force the company 

DRUG CHAINS to push ahead with the cheesecake. 
Ot. Katee 6,593,841 6,212,682 + 6.1 57,569,908 54,951,536 + 4.8 : 
Walgreen... 24,785,840 21,880,142 413.3 198,551,659 186,990,817 + 6.2/ S0uthwest said that they would 

Group Total. $ 31,379,681 $ 28,092,828 +11.7 $ 256,121,567 $ 241,942,353 + 5.9 have to swear on a stack of old 
VARIETY AND MISCELLANEOUS eyebrow pencils to read the writ- 
‘Bond Stores 13,787,224 12,950,318 + 6.5 44,152,019 42,559,894 + 3.7\ ten stuff in our upcoming series. 
Butler Bros 11,368,879 10,963,563 +37 127,399.207 104,471,660 sue To do anything else would be 
‘Diana Stores Corp. 4,742,745 4,246,007 +11. 491, 863, ‘ : = 
Edison Bros. 10,496,740 9,903,105 + 6.0 87,207,257 80,189,379 + 8.7 yee ight ees the 
Fishman, M. H. 2,544,679 2,252,572 +13.0 14,865,569 13,084,808 +13.6 | Chivalrous readers said. Nearly 1,- 
Franklin Stores 4,713,928 4,111,019 +14.7 32,637,498 29,210,244 +11.7 000 letters, telegrams, petitions and 
o—_. ¥ ~ 67,019,581 $8,447,299 +14.7 350,110,780 315,570,882 +11.0 postcards were received, from all 
‘Grayson-Robinson 

Stores ...... 15,369,748 13,087,321 417.4 52,101,644 ©—_43,988,207 +18.4| Parts of the U.S. and from several 
Green, H. L. 19,518,650 18,903,089 + 3.3 105,613,241 102,283,912 + 3.3) foreign countries. Carry on, they 
‘Interstate Dept. enanme mann an! said. Some of the most gallant said 

7 10,488,158 9,581,267 + 9.5 608, ,057,448 + 6. : ‘ 
Kinney, G. R. Go 6.130.000 5525000 411.0 47,448,000 —=«42,618,000 411.2| ‘hey would — een roan 
Kresge, S. S. 63,618,565 59,427,781 + 7.0 352,347,089 334,927,827 + 5.2| altogether if the models were aban- 
Kress, S$. H. 30,970,296 31,396841—14 167,896,337 169,416,847 — 0.9/| doned. 

Lane Bryant Inc 6,697,544 6,349,679 + 5.2 63,880,019 59,327,305 + 7.7) ‘i - 

CLerner oo... 0s 26,736,838 25,573,551 + 4.5 152,229,846 142,186,460 + 7.1) | en ent a Nee — 
McCrory ..... 19,649,858 18,063,907 + 8.7 109,710,625 103,856,153 + 5.6| tO public pressure a ec e 
McLellan Stores 12,035,201 11,421,617 + 5.4 58,035,223 57,277,963 + 14/| girls would stay. One important 
en Tee eee | SAMAEED + 44 «WU TIGOND «tan.ounene + 08) BCter beni chivalry—was po- 

Ba . eeve vee . y y ‘ v ' ‘ d y | Pera . Pp 4 
Miller-Wohl Co. 6.026982 5,417,252 +112 18,344,623 —16,944,508 + 8.3) ‘riotism. A on ogee a pe 
Murphy, G. C. 35,532,061 32,784,439 + 8.4 196,423,090 182,172,687 + 7.8|“Who’da thought you'd use up a 
National Shirt Shops 5,109,912 4,678,704 + 9.2 21,185,830 19,312,981 + 9.7| the good-looking women in Texas 
Neisner Bros. . 12,554,582 11,854,963 + 5.9 62,833,972 64,970,840 + 5.9| in so short a time?” (The company 
Newberry, J. J. 34,332,750 31.654.776 + 85 190,676,187 179,756,015 + 6. - 7 eo AS pn deh, in 
Penney, J. C 195,592,018 179,448,151 + 9.0 1,220,081,884 1,107,156,633 +10.2; USeS non-proles 
Shoe Corp. Sales 9,277,682 8,107,542 +14.4 70,805,925 62,938,149 +12.5| the ad illustrations.) 

*Sterchi Bros. 

Stores ...... 2,588,568 2,416,228 + 7.1 15,919,181 14,745,368 + 7.9 ; : 
Western Auto .. 19,755,000 15,639,000 +26.3 197,732,000 161,651,000 +22.3| 8 So, it was back to the casting 
Woolworth, F. W. 134,109,380 126,197,584 + 6.2 767,712,938 —_ 721,285,808 + 6.4) office for Mr. Harting and the Dan 

Group Total . $. 803,228,569 $741,936,575 + 8.3 $ 4,731,220,505 $ 4,366,395,129 + 84) 4. Agency. No sacrifice, after 

Combined Total $1,760,572.126 $1,592,465.031 +10.6 $14,872,560,525 $12,130,032,416 +22.6 gency. , 


“Five weeks, and 44 weeks. °Eleven months. ‘Five months, *Six 


months. *Ten months. | all, is too great. 


;merged with Advertising Service 


next year began a 42-year associa- 
tion with National Biscuit, starting 
as a timekeeper. In 1928 he be- 
came a vp, and served as president 
1929-31. Later he became chair- 
man of the operating board. He re- 
tired in 1944. 


ALBERT SMAILER 

PHILADELPHIA, Jan. 24—Albert 
L. Smailer, advertising production 
| manager for Lit Bros., Philadelphia 
|department store, for the last 10 
years, died Jan. 16. He was 65. 
He had been advertising manager 
of Gimbel’s downstairs store here 
before joining Lit. 


JOSEPH H. LYNCH 

Cuicaco, Jan. 24—Joseph H. 
Lynch, 69, a publishers’ represen- 
tative, and former western man- 
ager of Atlantic Monthly, died 
yesterday. He was a past president 
lof the Agate Club. 


Oral B Launches Drive 
to Extend Toothbrush Market 

Oral B Co., San Jose manufac- 
turer of Oral B toothbrushes, pre- 
sently distributed in western mar- 
kets, has launched a _ national 
campaign. Oral B will be promoted 
in color pages in Sunset Magazine, 
beginning with the June _ issue, 
'and, later, in Ladies’ Home Jour- 
nal, Life, Parents’ Magazine, The 
Saturday Evening Post and Puck— 
The Comic Weekly. 

“See your druggist first!” will 
be the slogan running through the 
campaign, and stressed in “reason 
why” copy will be the gum-mas- 
saging quality of Oral B brushes. 
| Long Advertising is the agency. 


PT AM, MOREE CPt 


iy Pe iin. ss 
ri} pie ania ; ob W, abe ae 
Be a ie a es ia 
ee Ai entae : ee See Ne de eimai, lh re 
Se £ ou wt stliny ene ae E) een ee 2 ual ry 
on ce ESOS, ae a de ‘ ae ey, a * 
he n wae ae 7 f y. 
pect ys ee 2 Foe es au Se 
deck || cae I ed me pica ae 
ence ak RS oy “ . es 
ray Os ae ad : L gee: a =% 
ee : fe ; ee il sas * 
Beet.) ' 3s Ray 
tee ty ee is eo oe ee al ce Nt "Se iy 
ee . es 4 es cae ane i 3 a 
ike. esis ae ih a << ee 
at a = ie : pe 
Bs ey 24 = | 
ei . — E : 
oS . ee , 
ae ; <> 
Pigott 
‘ie 7 Py $e ‘al - ' 
Sa uA ta y, 
pyre “= td. 
ne ayaé t : 
ee : 
nee saviS i 
4 ile zor sUBE pavt 
4 De 
a * muah os 
bec’ an j 
’ Tie 
phe Ab. airmotive takes are of ine. ‘ 
Bons there's nothings gueh for either of us * so but purr-TtT: Yessit. - 
wed gittes, oe’ve fount © ose ant moe after 2 gears veins ; 
Be pustest eith th wostes* _— they’? pusy spend ine snot her Teo “ 
gre * willion pucks om * nee busines> airplane tereine) enat*h) 
A cee top anyt nine of 1%5 xiot *? tne eorka- 
Th. tou 
Tas 
: oe aith oy yite such ® uany-sprencores thine. reel ms 
mt. — — 
: ae terrida® spout the ware vise v4 -» having ** ~ > 
sie 4 <" <—;~> 
E Pe * pigbers- 1 dorry spout you. * sexing 822 699 ena raif 
nia the sieht tyne ginger gps io * « Yorto Ms i 
" lg 
oe factory: jiving * enat oot eater fist at the ¥. i 
a Se 5 srinkins clapber. seeping 1° * fleur x nightie. 
fea Z ana such- gncioses *° check for . | aif the ; 
ety, : . > 
ines “nr qaas vom gay boss: ur. oee- ous Propeasn. 
Ries gave we tO fiyins * pours over OF soreal 8% Last ; ; 
po : pont! eas on + crupents _- neises” —» ageoie \ ; 
fa ter southeest airmotive’- 1 wonder @et ise if ne \ | 
seek — “ d 
Ns ts. qnews Dor reolly yuemy he *° __ having & ANT : | 
ey q squthees* aireot ive: Betece™ the two a Be } : 
ie aos and SAC. 1 econ — 34 @ got busine s fiyiza’® $ es 
ie. surest and ares sopbinatiee- anes. 
ee 
ce Say. eeetié —— Ws com j 
Shier Like gigpers: * giri 2. 
aes : 
ies i a 110 1D5-> eit? pron 
ee > ‘ at 4 
tte as wir enc blue eve: 
eS snoule vesare of ( : 
oes scnening B°°- uF 
mete.” especially piiots! 53 
on pe ’ 
Aow F 4 
cae Love and Kisses. : 
"he , yey 
Dy a f " 
ag? 4 | 
Ps 
Ane 
hee i 
Fx: Ri | f 
ee Y ’ 
hee ‘ ; 
ae - “il y ae ' 
Dee <4 = | 
ets : id . om 
a ty oat ws ~ » ¥ 
+s we - — | 
ne * igi : . 
Be ‘ se ~~ - << 
2 ; 
K. cube 
oink 
“33 ] 
Ea { 
ce. } 
y Oe } 
ie 7 
oe e 
Ba 
pte 
ry Pe , 
Me eee é 
“an } 
Wes ; 
a 
ark, 
Oh 
ay | 
ist have ! 
a: . 
© 
— | 
fae 
es ; 
ys a 
ee FTL RROD Oe iad 
ras t 
Fe i 
bin > 
sept 
bry 
= if " 
Bate : 
poe 
toes 
xi 
‘obs 
AS 
Tare 
Cs 
Bee: 
fetes 
: \ 
Lael . 
ee ~ ; 
oe 
et 
eee 
i Meee 
# “Ny 
Be 
Ais 
ey } 
eke 
$M ' 
ae 
ee 
er ey ; 
Bs Gh 
ey 
& ' 
Tak ; 
~S 
ex | 
ork 
Poth 
oe 
is cp 
48 { 
f 
i 
ae a : 
ae ) 
ee 
Re } 
gah : 
- 
Bats 
hes 
ee 
basemna 
ae 
aes 
age 
a 
ie 
a 
sont 
ehh 
ia 
Me 
by 
per 
am ee 
Pre 
ayy 
bef x 
ene - - 
clin Gh ae 
ee aye OF ag) ek - 
CoS fs Sas SR 14 2 op Geog & ee 
SRE Re rie et iy aes Pe 
i Oy te bet a ag reper 
, ae j Jae aN me . ar 
i hat 3 met ony jae ‘ire ; 
ae i |. Se ee 
| hag :, See 8 
ER Sha 3 Se ; 
—— : ee 3. i 
- ie es a lea 
ee Apa tan oe y Siig 3 ; 
es jig! aii ey Sees tt aeat 
a en baa: rs 
a A 
— — 


“ae 


niciathieal Neicartiahiies 


Saldana 


Henry Greer 


MUGGERS & MINERS—Having fun while breaking ground for an of- 
fice addition to present quarters of Dan B. Miner Co., Los Angeles 
agency, are Dan B. Miner, chairman of the board; John C. Morse, - 


president; Isabel M. Greer, vp, | 
and Harold A. Henry, Los An- | 
geles city councilman. 


‘Punitive’ Element 
in Anti-Trust Suit Is 
Deplored by Slocum 


New York, Jan. 24—Are news- 
paper publishers the victims of a 
“punitive” U. S. Department of 
Justice? 

That question was raised by 
Richard W. Slocum, president of 
the American Newspaper Pub- 
lishers Assn., in a speech before 
the International Benjamin Frank- 
lin Society here last week. The 
address was delivered by William 

* Dwight, vp of the ANPA and pub- 
lisher of the Transcript-Telegram, 
Holyoke, Mass., because of the re- 
cent illness of Mr. Slocum. 

“The American Newspaper 
Publishers Assn. recently had 
some reason to wonder if there 
was not a punitive element in the 
suit filed against it by the Attor- 
ney General of the U. S. for 
alleged monopoly practices,” said 
Mr. Slocum. 

“The right of the government 
to sue if it thought the anti-trust 
law was being broken was not 
contested. But the manner in 
which the Justice Department 
went about it caused great con- 
cern, for it declined to discuss the 
matter and its disposition with the 
association before the action was 
brought unless there was agree- 
ment in advance by the associa- 
tion to an injunction against it. 


s “We got the distinct impres- 
sion,” he continued, “that the De- 
partment was eager to bring the 
suit and hang a continuing in- 
junction on an important arm of 
the press. In a political atmos- 
phere, that kind of attitude gives 
cause for caution and concern. We 
hope the Justice Department will 
not continue to give basis for such 
concern as we move to dispose of 
the legal action.” 


Y&R Elects Vollmer VP 

Karl F. Vollmer has been named | 
a vp of Young & Rubicam and_| 
copy director of the Chicago of-| 
fice. Mr. Vollmer, with the agency 
since 1938, replaces William L. 
Rindfuss, who has returned to 
Y&R’s New York office as an as- 
sociate copy director. 


Sorensen Elects Bull 

John H. Bull has been elected 
exec vp of Sorensen & Co., Chica- 
go. Mr. Bull, who has been an ac- 
count executive and copy chief of 
Sorensen for the past six years, 
also was named a director of the 
agency. 
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263 PIECES IN THIS RICH PIE! 


No employer in the South Bend-Mishawaka area 
takes too big a piece of the employment pie. There 
are 263 industries in this market—14 employ more 
than 500, 39 employ more than 100. Their pro- 
ducts range from machine tools to croquet sets. 
This diversity helps make South Bend the Nation’s 
Sth richest market in family income. One news- 
paper, the South Bend Tribune, saturates this great 
market. Write for free data book. ¢ 


The South Bend, Ind. Market ee 
7 Counties, 1/2 Million People =A 
Franklin 0. Schurz— Editor and Publisher . 
STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 
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small photographs 


Advertisements with one large and several smaller photographs (cente> 

layout above) secured, on the average, 10% higher attention value . 
than advertisements with a series of small, equal-size photographs p 
(right, above). Advertisements with one large photograph averaged - 
8% higher than those with a series of small pictures. 1 


These conclusions are based on a recently completed analysis made by 

the McGraw-Hill Research Department of nearly 1,000 “‘Starched”’ 

advertisements appearing in three business publications. Copies of the : 
complete report (Data Sheet #3173) are available without cost from 
your McGraw-Hill man. 


Studies such as this are a continuing project at McGraw-Hill . . . all 
designed to provide a better understanding of how good advertising in 
good business publications can help create more sales. 


MicGRAW-HILL ; 


PUBLISHING COMPANY, INCORPORATED 


App 330 WEST 42nd STREET, NEW YORK 36, N.Y. @ 


MORE THAN A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL BUSINESS PUBLICATIONS 
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Advertising goes 


\ Vien, for seven consecutive years, one business-manage- news magazine... 
ment magazine carries more total pages of advertising ... you might almost suspect that this is where you ad- 


than any other general-consumer, general-business, or — vertise when you want to influence management men. 


HERE IS THE RECORD OF TOTAL ADVERTISING PAGES 1955 


THE TOP 10 MAGAZINES IN AMERICA* 
TOTAL ADVERTISING PAGES 


BUSINESS.WEEK 5,663 

NEW YORKER 4,529 

LIFE 4,398 

SATURDAY EVENING POST 3,687 

TIME 3,302 

U. S. NEWS & WORLD REPORT 3,021 

NEWSWEEK 2,954 

This record of advertising achievement 
is the result of Business Week’s ability to deliver VOGUE 1,709 
your advertising to the men who initiate, specify . 

and approve buying action . . . 

management men. And, Business Week POPULAR MECHANICS 1,655 
reaches a higher concentration 

FORTUNE 1,638 


of management men—at lower cost—than 
any other magazine in its field. 


Busi v eek 
he & ¥ ry e S§ e e A McGRAW-HILL PUBLICATION 


MEMBER—AUDIT BUREAU OF CIRCULATIONS 


*Source: Publishers Information Bureau (excludes trade, technical and industrial publications). 
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Tile Council Elects Anderson 
Robert E. Anderson Sr., presi- 
dent of Robertson Mfg. Co., Tren- 


jton, N. J., has been elected presi-; published by the Assn. of the U:S. | 
|dent of the Tile Council of Amer- Army, and includes in its circula- | 
ica. He succeeds H. D. Callahan, vp tion officer corps of the active 
of U. S. Ceramic Tile Co., Canton,| Army, the Reserves and National 
O., who was elected vp of the | Guard. A new rate card, effective | 
council. Alfred E. McMillan,|Feb. 1, “reflects a modest increase 
| Larchmont, N. Y., was named sec-/in rates.” 
retary-treasurer. 


SEE this report 


; | Paper-Mate Ltd. Appoints 
Army Journal’ Changes Name Paper-Mate of Canada Ltd., 

The Army Combat Forces Jour- Toronto, has appointed Spitzer & 
nal, Washington, will change its Mills Ltd. to handle its advertis- 
‘name to Army effective with the ing. James Lovick & Co. formerly 
|February issue. The magazine is handled the account. 


OF HOUSTON — 


m= «ALMOST AS MUCH 

"ADVERTISING LINAGE AS 
BOTH OTHER PAPERS 
COMBINED! 


At 
aS 


CONSECUTIVE YEARS OF LEADERSHIP 
IN ADVERTISING AND CIRCULATION 


THE HOUSTON CHRONICLE 


JESS HK. JONES, Peblishes R. W. McCARTHY, Advertising Director 
SOON Y. JONES, 32, Frosisient M. J. GIBBONS, General Advertising Mgr 


THE BRANHAM COMPANY — National Representatives 


AS 


THE REASON, 


. 


jadvertising dollar—over the next| under the first impact of tv, he 
|25 years, R. M. Fowler, president| said. 
jof the Canadian Pulp & Paper'| 


My girl can't knit socks like the Governor! | bike the new Governor, and I'm never wrong! 


Esquiat 


cen of Cheeta Me Reh i Fo 


Escquine Socs 


owl” ame ow Gon teat 
hee amcor 


= = 


HIZZONER THE GOVERNOR—Esquire socks division of Chester H. Roth 

Co., New York, is introducing its new sock, the Governor, with a 

series of light, humorous ads in trade papers and Life. All the ads 

will have the same format as the two above. Daniel & Charles, New 
York, is the agency. 


on 
Gee ow hee 
Marctnterens TC 


Cnn ot Come eek Co 


d dropped slightiy from 13493 to 1954, 
|the newspapers’ share rose again 
‘in 1955. Now that television is 
established as a major medium 
“its imitial harsh impact will 
of TV, Fowler Say s lessen,” he said. It will grow more 
MONTREAL, Jan. 24—Despite!slowly, he added, and other media 
competition from other media, | will compete more effectively. 
newspaper advertising probably | Radio and magazines suffered 
will retain its strong position— proportionately greater losses in 
accounting for one-third of the advertising than did newspapers 


Newspapers Reboun 
After Initial Impact 


Assn., forecast here last week. 

He told the Gordon royal com-| Walter Machine Co., Jersey City, 
mission on Canada’s economic|N. J., gear and drive maker, 
prospects that “newspapers dem-|has appointed Cose Advertising, 
onstrated their ability to rebound! Bronxville, N. Y., to handle its 
during the development of radio.”| account. A national campaign is 

Although with the emergence of | planned, with insertions in about 
television, U. S. newspapers’ share a dozen publications, including 
of the total advertising outlay | boating magazines. 


Biares7 Mews of (G5C/ 


DAILY DEFENDER 


| Slatling — 
F EB.6th 


Walter Machine to Cose 


et 


For information write: John H. Sengstacke, Publisher 
Chicago Defender 3435 Indiana Avenue Chicago 16 


Serving Chicago's $1 Billion Negro Market For 51 Years 
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Well-set tables in Greater Philadelphia. 
People spend $1,400,000,000 a year on 
food! Their favorite newspaper is The 
Evening* and Sunday Bulletin. 


Readers are paying particular attention to 
the sparkling all-new dress of The Sunday 
Bulletin. With 10 separate sections and 
R.O.P. editorial and advertising color, The 
Sunday Bulletin is published on our new 


than any other newspaper 


presses, in new type, in the most modern 
newspaper plant in the world. 


The Bulletin packs selling power through- 
out a market noted for its buying power. 
Philadelphians like The Bulletin; they 
buy it, read it, trust it and respond to the 
advertising in it. 

The Bulletin is Philadelphia. 


*Largest evening newspaper in America 


In Philadelphia nearly everybody 
Treads The Bulletin 


Advertising Offices: Philadelphia, 30th and Market Streets 
New York, 285 Madison Ave. * Chicago 520 N. Michigan Ave. 


Representatives: Sawyer Ferguson Walker Company in Detroit 
Atlanta * Los Angeles * 


San Francisco 
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Another true-to-life story about some make-believe characters 


How did Al and Buzz 


win the cold war 


in Chicago? 


A was an expert on feminine sales appeal—from automatic 


defrosters to pastel finishes. And Buzz was a man’s man who thought in terms 


of ice cube capacity and low down payment. Scorch 


And they both worked for a Big Refrigerator Company. In fact, 


they were top sales executives. But like many other executives, they had their differences 


of opinion. Especially when it came to advertising. 
Y, 


Al insisted that refrigerators were part of a woman’s world, so refrigerator advertising should 

be addressed primarily to the female of the species through women’s magazines. Set 

Buzz maintained that it was Papa who not only checked a 
refrigerator’s mechanical efficiency, but also paid for it (to say nothing about 
raiding it afterwards). Therefore they should concentrate their advertising on TV sports 

Al and Buzz were getting hotter by the minute when in 

walked Joe tiem the Chicago Tribune advertising department. 

“Pardon me, gentlemen,” said Joe, ‘“‘maybe I can help settle this argument.” 


Joe displayed a document labeled, ““Chicago Tribune Furniture and Appliance 
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Survey.” It showed that in 57% of the cases Mama «nd Papa re fo? gl 


and selected major appliances together. In 23% of tl e cases, shopping and 


selection were by Papa alone—and in 18%, by the li: le woman alone. (In case you think we 
can’t add, the remaining 2% were bought by childre: . aunts, uncles, etc.) 


o Joe told Al and Buzz that if they joined forces they could win the cold 


war ad in Chicago; divided, they cou! lose it. So Al gave up his plan of 
concentrating in women’s magazines and Buzz his strategy of using sports programs. By 
putting their funds in the Chicago Tribune they reached both men and women. 

And that’s how one of the biggest frogs ry WE. in the Chicago 

AA AY 
appliance puddle got the jump on the competition—by advertising in the Tribune. 
Nobody knows Chicago like the Tribune. 
The Tribune has spent several million dollars to find out facts that vitally affect 


your Chicago sales. It knows who your best customers are, where they live and shop, 


why they buy. & a 2 oe This valuable information is yours for the asking. 


Retail sales in Chicago and the 206 Chicagoland counties are big 
—valued at $17 billion. And the best way to sell this market is through the Tribune. Does 
advertising in the Tribune pay? Just ask advertisers like Trans World Airlines, 
Bonwit Teller, H. J. Heinz, Republic Steel Kitchens. iy lel 
WMA 
People may praise the Tribune, fuss about it or blast it—but reading the Tribune 


in Chicago is just like hula-ing in Hawaii. Almost everybody does 


it. Everybody feels its impact. Seven out of nan » tesnilia 1 in the Chicago 
metropolitan area read the Tribune—almost half of all the families in 839 midwest 
towns read it. (Only 12% of metropolitan Chicago gets the largest national magazine—and 
1 out of 9 tunes in on an average evening TV show.) 
So if you want to know something about Chicago, call in a 


joe from the Chicago Tribune and put him to work finding out. 


P. S. Always remember .. . if you want to SELL Chicago 


TELL Chicago in the Chicago Tribune 


THE WORLD’S GREATEST NEWSPAPER 
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Mastic Launches 
Print Campaign for 
Its Tile Flooring 


Houston, Jan. 24—Mastic Tile 
Corp. of America, Newburgh, N.Y., 
will break an expanded advertis- 
ing campaign, largest in the com- 
pany’s history, in 60 market areas 
within the next few weeks. 

Sunday supplements, newspa- 
pers, magazines and outdoor will 
be used, said Charles DeMatteo, 
Mastic Tile’s advertising manager. 
Details of the campaign were re- 
leased here last week at the com- 
pany’s national sales convention. 

Concentrated emphasis, Mr. De- 


Matteo said, wiil be placed on mar-| 
ket areas in the Southwest to sup-| 


port increased production at Mas- 
tic Tile’s Houston plant. 


® Magazines on the schedule in-| 


clude Good Housekeeping, House 
Beautiful, House & Garden, La- 
dies’ Home Journal, Popular Me- 


EXPANDED 


Saellienahereeiniaianiaaned 


Get 
Market Data 
& Directory 


Number 
with trial of 


INDUSTRIAL 
MARKETING 


The Magazine of 
Selling and 
Adcertising to 
Business and 
Industry 


... only directory of its kind in 
the world! Basic data about every 
major trade and industry in U.S. 
and Canada and essential data for 
over 2500 Business Papers serving 
those markets. 

Special i-year’s trial brings you 
current Market Data Book free... 
plus monthly issue of IM (for next 
12 months) with latest techniques, 
methods and developments of ad- 
vertising and selling .. . plus new 
556-page Market Data Number on 
June 25th. ALL FOR ONLY $3. 


No Risk—Mail Coupon Today! 
- INDUSTRIAL 
MARKETING 


200 E. illinois Street, Chicago 11, Illinois 


Please enter year’s trial at your 
regular $3 rate and send current 
Market Data & Directory Number 
free. I must be satisfied or money 
back. 


Firm__ 
Address. 
City 
State 
CE $3 enclosed () Bill me [) Bill firm 


Zone___ 


chanics, Successful Farming and 
Time. 

Architectural and builder pub- 
\lications include American Build- 
er, Architectural Forum, Archi- 
tectural Record, House & Home 
and Progressive Architecture. 
| A new promotion kit for dealers, 
jembracing a wide range of sales 
aids, and a new series of point of 
sale displays are being sent to 
dealers and distributors. 


|S. R. Leon Co., New York, is the, 


agency. 


Schwimmer & Scott Adds One 

Schwimmer & Scott, Chicago, 
has been appointed to handle ad- 
vertising for Zestin, a new line of 
general vitamins produced by 
Rhodes Pharmacal Co., Cleveland. 
Tests are now being scheduled in 
newspapers throughout Ohio and 
surrounding states. 


‘Holiday’ Promotes Reumann 
Vincent G. (Red) Reumann has 

been named manager of wine and 

| spirits sales of Holiday. Mr. Reu- 


mann has been a member of 
Holiday’s New York sales office 
since 1948. 


Procter & Gamble Expanding 
Procter & Gamble Co., Cincin- 
nati, has announced an expansion 
program which will more than 
double the present size of its man- 
ufacturing, administration and re- 
search headquarters. The addition, 
costing more than $1,750,000, will 
add about 175,000 square feet of 


| floor space and will be completed 


Advertising Age, January 30, 1956 


in the spring of 1957. It is the 
third major construction activity 
for P&G in Cincinnati within the 


|last two years. 


Tintair Boosts Wasserman 

Bymart-Tintair Inc., New York, 
has appointed Harry B. Wasser- 
man, formerly vp in charge of the 
eastern district, vp and general 
sales manager of the company. He 
joined the company five years ago 
as a salesman in the Boston dis- 
trict. 
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O’Cedar Ads Will 
Promote Offer of 


Twin Premiums 


CuHIcaco, Jan. 24—O’Cedar Corp. 
has scheduled color advertising in 
shelter and service magazines, plus 
b&w insertions in Sunday news- 
paper sections, to boost two pre- 
miums for its sponge and nylon 
dust mops. 

Purchasers of O-Cedar sponge 


mops will be mailed terry cloth|at $1.74, with eac! 
aprons, valued at $1.39, in return) lon dust mop. Ten 
for the coupons attached to each uled, from March 


mop. The apron offer will be pro-|in the same magazi es 


moted in 18 color ads in Better the mitt offer. 


|Homes & Gardens, Household, La-| Turner Advertisi: 


dies’ Home Journal, McCall’s,| cago, is handling. 
Redbook, Sunset Magazine, True 
Confessions and True Story, plus| Brooke, Smith Sic 
four insertions in This Week Mag-| Dichter as Consu 
azine and three in 12 independent} Brooke, Smith, 
Sunday sections. rance has retained ° 
A similar premium offer will| Motivational Res« 
feature a nylon dust mitt, valued|N. Y., as consultan 


O’Cedar ny- 
ds are sched- 
hrough June, 
to promote 


Agency, Chi- 


is 

ant 

ench & Dor- 
e Institute for 
rch, Croton, 
on an annual 


retainer basis. Announcing the 


move, Walter C. Ayers, president | 


of the agency, said: 

“We have taken a good, long 
look at motivational research and 
have made an equally searching 
study of motivational researchers. 


|We are not only convinced that 
|this rapidly developing science is 


an important addition to market- 
ing research as a whole, but that 
Dr. Ernest Dichter and his able 
staff have exceptional ability to 
translate their findings into prac- 


-.if’s his specialty 


Laurence Wray helped kiss the ice man goodbye. 
He’s ELECTRICAL MERCHANDISING’s Editor. 
Sometimes, he looks over the Hudson at a trans- 
atlantic liner from his 30th floor office and thinks. 
That’s the toughest work there is .. brainwork. 
That’s his job 


Larry sees the whole Industry picture. He recog- 
nizes the really vital subjects and gives them 
the attention and thought they deserve. He has 
always done so during his 25 years with 
ELECTRICAL MERCHANDISING. He will continue 
to do so. 


Larry’s desk marks the center of a communica- 
tions web. His staff and researchers feed him 
the raw material of their findings continuously. 
Larry is flooded with sales and distribution 
figures. He ccnstantly evaluates reports of 
dealer and distributor interviews and moves 
by manufacturers. His finger is always on the 
appliance-radio-TV Industry’s pulse. 


His many interests make him a fine after-dinner 


conversationalist. He appreciates good music, is 
keenly interested in water colors, has focused 
a Leica for years, plays the kind of golf which 
breaks a competitor’s spirit and reads every- 
thing from Henry James to The New Yorker. 
He keeps up with the times and is in no rut. 
neither is his magazine. 


Probably no other editor has keynoted so many 
national appliance-radio-TV Association meet- 
ings. He can be depended upon to speak out and 
let the chips fall where they may. It takes 
courage but he does away with arguments with 
documented facts. That’s Larry. 


NEMA once asked him to write a book about 
selling appliances. He researched, wrote, edited 
and indexed “The Electrical Appliance Sales 


APPLIANCES AND TW SETS 


Handbook” and set some kind of record doing 
it. It took only three months. It’s still the only 
one of its kind. 


Since Laurence Wray became Editor he has 
made ELECTRICAL MERCHANDISING easier to 
read. He uses advanced techniques, advocates 
more good pictures and picture stories and uses 
new ideas readily. However, he only changes to 
increase readership ...to get an idea off the 
page and into the reader’s mind. 


Under Larry the entire January issue was de- 
voted to marketing facts and individual market 
studies for the first time. And for the first time 
the Industry called it the “Bible.” 


Perhaps his greatest strengths are his years 
of experience, his inquiring mind and facility of 
expression. But it would never do to forget 
his warmth and his love for a good story. He 
skippers a happy ship. People like to work for 
and with him. 


Perception, talent, heart and understanding 
typify Larry Wray. Each issue reflects his 
knowledge of dealer problems. Under his guid- 
ance his staff delivers the kind of editorial per- 
formance he wants month after month, /t is the 
kind of performance which makes advertising 
most effective. 


Because of the things Larry Wray stands for 
top dealers and distributors all over America 
buy ELECTRICAL MERCHANDISING. They know 
the McCoy when they see it. They read the 
advertising like they do in no other publication. 
They get a lot out of it. So do advertisers. 


Use ELECTRICAL MERCHANDISING regularly. 
You'll get a lot out of it too. You'll find your 
advertising dollar working harder and going 
further to build distribution and cut sales costs. 


alone 
will 


cover the market alone 
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tical, workable sales and advertis- 
ing advantages. We intend to pump 
them dry.” 


Robert Luckie Reorganizes 

Robert Luckie & Co., Birming- 
ham agency, has reorganized into 
an Alabama corporation. Officers 
are Robert Luckie, president; J. 
Morgan Smith, vp and director of 
public relations; John M. Forney 
Jr., vp and radio-ty director; Revis 
Brasher, vp and art director, and 
Bette Wilson, secretary. Mr. Luck- 
lie will serve also as company 
| treasurer. 


_MCA-TV Adds 1, Drops § 


MCA-TV, New York, has added 


one show to its syndication list 
and deleted five others for a cur- 
rent total of 23 tv films. The ad- 
dition—“Federal Men,” a re-run 
of “Treasury Men in Action.” The 
deletions—“Counterpoint,” “Royal 
Playhouse,” “Where Were You?”, 
i\“I’m the Law” and “Abbott & 
| Costello.” 


122 of these builders were franchised and are 
* 205 East 42nd St., New York 17, N. Y. 


“This campaign brought in 2,209 direct inquiries 


from builders. 
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build and sell more homes by switching to pre-fabricated United 


States Steel Homes. 


SCHEDULE: Black & white pages in six business publications. 


now United States Steel Homes Dealers.” 


RESULTS: 
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How U.S. Steel Homes, Inc. 
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‘Bulletin’ Raises Rates 
The Philadelphia Bulletin will 
increase its rates, effective March 


"Bout to Give Birth 
to a Business Baby? 


Small-Town Store Men at Retail Ad Meeting 
Reveal They Are Interested in Using TV 


Have nurtured 
tisingly. I can 


“Rae Dg bon” 0 


Leo P. Bott, Jr., 64 E. Jackson, Chicage 


lots of babies, adver- 
i healthy 


ve yours 19, for the Sunday and evening 


leditions. Open flat rate for the 
| evening paper goes from $1.20 a 
jline to $1.30; Sunday rates from 
'$1 to $1.10 a line. 


Cuicaco, Jan. 24—Independent 
retailers in small towns are begin- 
ning to try television as an adver- 
tising medium. 

So far their staple diet has been 


newspapers, with a spicing of di- 
rect mail, radio and circulars. 
alt | They’ve begun nibbling at tv like 
ee la $40-a-week secretary who has 
| been offered her first bite of cavi- 
ar. They know it’s supposed to be 
Mw | expensive and highfalutin’, and 
the whole thing is strange and 
exotic and exciting for them. 
This was evident at the fourth 
jannual Retail Advertising Confer- 
ence here this weekend. It came 
out not in the program of speakers 
but in the informal conversations 
at lunch and during breaks be- 
tween sessions of the two-day con- 
ference. The meeting was spon- 
sored jointly by Ralph Heineman, 
Chicago retail advertising consult- 
jant, and Budd Gore, publicity di- 


as a major aid to 
your Quad-City 
marketing plans 
in 1956 


Represented By 
AVERY-KNODEL 


ROCK ISLAND, Pie 


7H gm. As ASSOCIATION OF REAL ESTATE EDITORS ~~ ») 


“Tmpertial Dissrmmesen of News of Reel Estate” 


BEST HOME SECTION 
In America 
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MARY THOMAS 
Editor, “Sun Living” Section 
THE (SUNDAY) ARIZONA REPUBLIC 


BEST HOME SECTION cc céressine 
Gor Chee of Americas BEST HOME MARKETS 


The National Association of Real Estate Editors has named the 
“Sun Living” section of THE (SUNDAY) ARIZONA REPUBLIC 
as the “Best Home Section in America for 1955.” 


This recognition is particularly gratifying, because the 

Phoenix Metropolitan Area is one of the nation’s most important 
markets for products for the home . . . third in Sales Management's 
Metropolitan Area Growth Rankings, 1945-1955, 

for Furniture-Household-Radio Sales. 

And the building boom has only begun. 


That’s why the “Sun Living” 
section of THE (SUNDAY) 
ARIZONA REPUBLIC is one of 
the most popular . .. one va 
the most carefully edited . 
one of the most 

productive home sections 
in the nation for advertisers. 


THE PHOENIX REPUBLIC AND GAZETTE 


, PHOENIX, ARIZONA 


Represented 
Nationally by 
Kelly-Smith Co 


rector of Halle Bros Co., Cleveland 
department store. 

As it turns out, these small 
retailers are going into all kinds 
of tv advertising: spots, IDs and 
15 to 30-minute shows which they 
produce themselves. 


® Joseph Funk, of Stoney & Thom- 
as, Wheeling, W.Va., told about 
the half-hour show his store puts 
on once a week, based on a teen- 
ager dance party theme. Promo- 
tion for the store’s merchandise is 
worked in informally. 

One example: Parents of a teen- 
ager agree to have a dance party 
at their house, but excuse them- 
selves from it. At beginning of 
show, after father greets the cou- 
ples, he goes to the back room and 
starts working on some assemble- 
yourself furniture. 

At the end of the half-hour show, 
the camera shows that dad has put 
together a whole roomful of this 
furniture, which is available at 
Stoney & Thomas. 


® Cohen Furniture Co., Peoria, 
Ill., uses about 300 spots a week 
on the local tv outlet. Salm’s Inc., 
| Evansville, Ind., is having a great 
deal of success using IDs, simply 
| flashing a picture of the merchan- 
| dise, price and the store name on 
‘the screen. 

Many of these attending the 
|conference had similar stories to 
/tell about their first experience 
with tv in the past year. Just how 
‘far they would carry it was an- 
other question. There was no indi- 
cation that these retailers are 
|planning to abandon traditional 
|newspaper promotion. 

Any movement toward making 
substantial use of tv was encour- 
laged at the meeting by Howard 
Abrahams, director of retail sales 
| of the Television Bureau of Adver- 
tising, who lauded the medium as 
|a way the retailer can demonstrate 
|his merchandise to the consumer 
| at home. 

He advised the group to “get 
your feet wet” in tv by starting 
with short commercials rather than 
trying out a program format. He 
showed films of commercials for 
men’s clothing, hosiery, dresses. 


® The retailer’s perennial head- 
ache is unsold stock. A solution to 
this problem was offered at the 


Advertising Age, January 30, Nos 


conference by Elbridge B. Foskett), 
managing director of Customer 
Preference Clinics Inc., New York. | 

The answer is very simple: ask 
the customer. Customer Preference 
Clinics at present is operating in 
four U.S. stores—B. Altman in 
New York; J. L. Hudson in Detroit; 
Carson Pirie Scott in Chicago, and 
Halle Bros. in Cleveland—asking 
customers what they want in the 
way of style, fabrics, prices, sizes, 
etc. in the coming season. 

Some 1,000 customer interviews 
a week are conducted in each 
store. Information is tabulated on 
punch cards, and the stores get a 


Honor Bernice Fitz-Gibbon 

Bernice Fitz-Gibbon, one- 
time famed ad manager for 
Gimbel’s New York store and 
now a retail advertising con- 
sultant, was elected to the 
Retail Advertising Confer- 
ence Hall of Fame. She is 
the second to be elected to 
this honor. Last year, Clyde 
Bedell, ADVERTISING AGE 
columnist and advertising 
consultant, was the first to 
be chosen for this award. 


good idea of the dress styles, etc. 
they should start ordering. Checks 
on this “ideal” stock and what the 
customer was looking for later 
when she was shopping showed 
correlations of up to .98, accord- 
ing to Mr. Foskett. 


® Sell the store as well as the 
merchandise, David R. Buschman, 
exec vp of Wellman, Buschman & 
Hines, Cleveland advertising and 
pr agency, urged the retailers. 

Mr. Buschman told the group 
that if they put “an extra buck or 
two” in the promotion budget to 
sell the institution as well as the 
product, they would have “a short- 
cut to greater sales.” 

He said price selling is not 
enough to motivate people to shop 
one store instead of another. Re- 
tailers, he said, must give their 
stores a personality as well, which 
will attract people. 

“When you make people like 
your store, you are motivating 
people; you are motivating intan- 
gibles,” he said. 


Day Appoints Martin Co. 

James B. Day & Co., Chicago 
paint manufacturer, has appointed 
Martin Co., Chicago, to handle its 
advertising. 


self-liquidating 
premium with 


UNIVERSAL 
APPEAL 


for BOYS 
for GIRLS 


Yes, adults 


is ee cdasmnatie rien ae hee ieee 


a nEY CHAIN: 


(available imprinted with 
personality or star’s name!) 


Here's the prize premium kids everywhere want . . 


. are waiting for. Here's the 


premium that’s sure te set new records fer sales of your product. 
INEXPENSIVE — EFFECTIVE — INSTANTANEOUS RESPONSE 


Be sure you see this winner,—it's just the item to assure success for your forth- 
coming premium promotion plans. Exclusive rights available. (Each unit is a self- 
mailer complete with interesting tag. Total consumer cost only 10¢.) 


WRITE TODAY for a complete set of samples and prices. 


CHARLES BRAND NOVELTY CORP. ; 


Dept. AA-1 154 West 27th Street, New York 1, N. Y. CH 3-2628 B 
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coverage 


---1T Phnriladelphia 


“Umbrella coverage” is a fine phrase. But if your ads are getting buried in the 
linotype jungle of oversized newspapers, there are a lot of holes in that 
umbrella. An ad can’t sell unless it’s seen, and in our sparkling tabloid pages 
your ads get seen. We couldn’t bury them if we tried! 


Instead of phrases like “umbrella coverage,” the all-new News offers adver- 
tisers two tremendous advantages. One is assured visibility. The second is a 
singular reader loyalty. The reason for this intense loyalty is clear: not in 
years has our town seen such journalistic “aliveness.” The all-new News 


Represented by: REYNOLDS-FITZGERALD 
New York + Chicago * Detroit * Syracuse « Atlanta 
Los Angeles * San Francisco * Seattle « Philadelphia 


is tearing into controversial issues with clarity, power and wit. The all-new 
NEWS, crammed with sharp and highly-quotable writing, is required reading 
in 175,000 prosperous Philadelphia households. 


Newspapers are a “must” buy for smart advertisers. But before you place a 
schedule in Philadelphia, look at all three. You'll see why alert space buyers, 
local and national, are giving the all-new News such astronomical* gains. Drop 
us a note and we'll send along a week’s copies. That way you'll “see the bright 
difference” as Philadelphians see it. 


PHILADELPHIA DAILY 


“NEWS: 


*Gain 1,177,372 lines (over 1,177 pages) 
12 months 1955 
Total Daily Advertising 


Media Records Inc. 
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JO NELSON, COPY—Two years as 
senior copywriter at J. Walter 
Thompson on major food accounts. 
Before that, group copy head at 
Ross Roy, five years at Ruthrauff 
& Ryan and one year at Maxon. 


BILL DONNELLY, PRODUCTION MANAGER 
—Two years production manager 
at Maxon. Before that, two years 
at Fuller, Smith and Ross, one year 
at Grant and four at Buchen Co. 


BOB SAVAGE, SERVICE MANAGER —Two 
years as a graphic arts salesman. 
Before that three years at Maxon, 
Inc., and five years in production 
at Henri, Hurst & McDonald. 


JERRY KATTERJOHN, PRODUCTION— 
From W. H,. Watson Advertising. 
Before that, one year at Compton, 
two years at N. W. Ayer, and one 
year at Henri, Hurst & McDonald. 


WES MARCHUK, COPY—Two years as 
copywriter at Foote, Cone & Beld- 
ing on food and packaged goods. 
Before that, two years at Maxon 
and four years at Ruthrauff & Ryan 
on food and beverage accounts. 


JOHN COYNE, COopy—Six years at 

Foote, Cone & Belding in Chicago 

as copywriter for a major appliance 

manufacturer, several divisions of 

a national packer, and a major fur- 
nace manufacturer. 


BILL REILLY, COPY—Two years as 
newspaper, trade and collateral 
writer at J. Walter Thompson. Be- 
fore that, one year at Foote, Cone 
& Belding, two years at Crosley 
and two years at Hotpoint. 


GEORGE FILIPETTI, V.P. AND CREATIVE 
DIRECTOR—Three years as Group 
Copy Supervisor at Foote, Cong 
& Belding. Before that, four year™ 
at Ruthrauff and Ryan and five 
years with industrial agenciesg 
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New Grossman Agency 


Sales Power of a Total 


Stresses Equal Emphasis on Advertising and Merchandising to Move 
Consumers to Products and Products to Consumers in the Market Place 


Cuicaco, JANUARY 30—Arthur 
Grossman, a nationally known 
marketing consultant for the past 
25 years, and now head of Arthur 
Grossman Advertising, Inc., has 
introduced a new concept of an ad- 
vertising agency’s function under 
today’s marketing conditions. It is 
unique in the weight it places upon 
merchandising. 

Grossman believes it is just as 
important for an agency to help 
move merchandise toward con- 
sumers through all channels of 
distribution as it is to move con- 
sumers toward merchandise 
through all channels of national 
and local advertising. 


e Advertising and Merchandising 


“must operate together to bring 


goods and consumer face to face 
under the most favorable condi- 
tions if maximum sales are to 
result. 

In today’s competitive markets 
the smooth integration of these 
two factors combined with expert 
application—gives any manufac- 
turer, in any field, a dynamic sales 
advantage. 


e In the six months the agency 
has existed, this concept has been 
put to work for two clients with 
total billings of over $5,000,000. A 
look at the job done will give some 
idea of what is meant by a total 
marketing service. 


On Sales Warpath With Norge 


The agency has helped establish 
pricing and strategy on the new 
lines, has aided in the re-design of 
products, and has been instrumen- 
tal in the addition of features for 
greater product salability. 

The agency has helped build the 
sales meeting presentation of new 
products to distributors, has played 
an active role in strengthening the 
dealer and distributor organiza- 
tion, and has helped develop many 
new and original promotions for 
moving goods through distributors 
to dealers. 

For in-store use, the agency has 
designed and produced selling sta- 
tions, window and wall banners, 
and other point of sale pieces. It 
has developed and produced direct 
mail programs to consumers, 


dealers and distributors. 


e Within a 4 months period the 
agency has prepared 75 ads for 
the twice-weekly schedule in Re- 
tailing Daily, 42 ads and inserts 
for its monthly trade schedule, and 
180 ads for dealer use. It produced 
and placed a $1,000,000 national 
newspaper saturation campaign 
with two ads per week during a 
six-week period in October and 
November. It has prepared a na- 
tional poster showing, and TV 
films. And it has prepared an ex- 
tensive schedule of full color ads 
for 1956 placement in national 
magazines. 


Adds Presto Account in October 


The agency has performed these 
same functions for this manufac- 
turer of pressure cookers and small 
electric appliances. In addition the 
agency has developed and pro- 
duced catalog pages, fact tags and 
the entire packaging for a new line 
of products to be introduced in 
summer. 


e And the agency has already 
prepared and released a full six 


months schedule of 35 page and 
half page ads for 11 national mag- 
azines in 1956. 


Attracts Top Creative People 


Much of the advertising you 
have seen and liked during the past 
ten or more years has been pre- 
pared by the people you see here. 

Over 26 agencies are represented 
by this group. Cumulatively these 
people have worked on over 232 
accounts representing almost every 
type of product made today. 

The creative group has produced 
advertising for cosmetics, cameras, 
clothing, 8 different breweries, 
proprietaries, regional and national 
packers, soft drinks, packaged 
goods, liquors, automobiles, major 
appliances, traffic appliances, tel- 
evision sets and scores of other 
products. 


e The entire group has been at- 
tracted by the promise of welding 
the two powerful forces of creative 
advertising and creative merchan- 
dising into one integrated market- 
ing force for the movement of goods. 


Arthur Grossman Advertising, Inc.—1459 Merchandise Mart, Chicago 54, Illinois— Phone SUperior 7-8969 


ED CURRAN, ART—From Mt, Carmel 
High School. 


DOLORES HAGEDORN, SECRETARY— 


From Foote, Cone & Belding. 


MacFarland Aveyard & Co. 


RUTH KIECHLER, ACCOUNTING—From AUGUSTA COLLINS, OFFICE MANAGER— 


From Arthur Grossman Associates. 


MARGE KANKER, SECRETARY—From 
Norge Sales Corporation. 
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D COLLINS, V.P. & ACCOUNT DIRECTOR TOM BROGAN, V.P. AND ART DIRECTOR ROY SANDSTROM, ART—Fo + years as CLAUDE GORDON, ART—F ree-lance for 
—Former V.P. of Foote, Cone & —Four years as Art Director at an illustrator with a iding na- four years. Before that, three years 
elding. Twelve yearsas AEand Ruthrauff and Ryan on food and tional magazine. Befor that, one as Associate Art Director at Henri, 
opy Supervisor. Before that, hard goods accounts, Before that year as an artist at Ter 00 Studios Hurst & McDonald, three years at 
tne years at Lord & Thomas, five years as Art Director on food in Chicago and one year :sanartist Weiss & Geller, and two years at 
tree years in business for self. accounts at Campbell-Mithun. for Feldkamp & J alloy. Earl Ludgin. 


ffers Advertisers the 


arketing Service 


et beatae 


ART GROSSMAN, PRESIDENT—Twenty- 
five years as a Marketing Con- 
sultant for some of the country’s 
foremost companies. E.I. DuPont 
de Nemours, rayons and acetates. 
General Electric, major appliances. 
Industrial Rayon Corp., rayons. 
Bendix Home Appliances, Inc., 
laundry equipment. Lewyt Corpo- 
ration, vacuum cleaners. B.V.D. 
Corp., swim suits and underwear. 
Hat Corp., men’s hats. True Mag- 
azine. Bates Fabrics, Inc., bed 
spreads. Cory Corporation, coffee- 
makers. Alladin Industries, vac- 
uum bottles and heaters. Pioneer 
Suspender Co., belts and suspend- 
ers. Fedders-Quigan Corp., air con- 
ditioners. Van Raalte, underwear. 
And, of course, Norge and Presto. 


Merchandising is the Art of 
Moving People to Move Goods 


e The business of marketing, as it has 
evolved from its earliest days of making 
a good product and moving it into normal 
trade channels, has become highly complex 
and increasingly difficult. 


However, it is my conviction, based on 
long experience and observation as a mer- 
chandiser, that, given a product equal to 
competition, a sales organization about as 
good, and comparable pricing, the difference 
between success and mediocrity usually is 
resolved by the difference in the skills of 
merchandising, or rather “CREATIVE 
MERCHANDISING.” 


In the categories of consumer goods dis- 
tributed through retail dealers, it is gen- 
erally the “MERCHANDISING CONCEPT” 
rather than the product itself which stim- 
ulates people all down the line, through the 
entire distribution channel, to devote them- 
selves enthusiastically to moving one prod- 
uct rather than another. 


That is why, in this agency’s definition of 


MERCHANDISING, it is “the art of moving 
people to mave goods”. It is the whole 
“MERCHANDISING CONCEPT”, and the 
motivating ideas inherent in the product 
and its potential, that need to be wrapped 
in one integrated and exciting “package” 
to achieve maximum sales objectives. No 
longer, in this intensive marketing struggle, 
can advertising, however good, be some- 
thing extraneous from the basic merchan- 
dising itself. It is our belief that every good 
merchandising idea is a good advertising 
idea and, conversely, every good advertis- 
ing idea must necessarily be a good mer- 
chandising idea. 


It is for this reason, after all the years, as 
a merchandising specialist, that I have ex- 
panded these services into a marketing- 
advertising agency. Every associate in our 
new agency is dedicated to this over-all 
“MERCHANDISING CONCEPT” and would 
consider it a challenge to have the oppo: 
tunity to prove this marketing concept in 
other fields and for other clients than those 
we are now serving so well. 


LOUISE HENNING, SECRETARY—From 


Noland and Company. 


ARLENE THAYER, RECEPTIONIST—F rom 
American Metal Company. 


Foote, Cone & Belding. 


LES GREEN, ART DIRECTOR—Three 
years as Art Director at Ross Roy 
in Chicago. Before that two years 
as Art Director with Grant Adver- 
tising and four years with Gardner 
Advertising Co. 


JOE ANDERKO, ART—One year as As- 
sistant Art Director at Ruthrauff & 
Ryan. Before that one year at 
Foote, Cone & Belding in Holly- 
wood and five years of free lance. 


MARY PETR, MEDIA MANAGER—TWo 

years at Wherry, Baker & Tilden. 

Before that two years in media at 

Grant Advertising and two years 
at Foote, Cone & Belding. 


MARY MOMSEN, COMPTROLLER——Ten 
years at Henri, Hurst and McDon- 
ald, first in the accounting depart- 
ment and then for four years as 
Accounting Manager. 


JAN SIMPSON, ACCOUNTING—From CARLA LORENZ, SECRETARY—From DIANE CONVILLE, SECRETARY—From 
MacFarland, Aveyard & Co. 


Foote, Cone & Belding. 
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AD LEAGUE SALUTES—In recognition of Mayor Robert F. Wagner’s ef- 
forts to stimulate the growth of trade in New York, the League of 
Advertising Agencies awarded him a scroll and honorary life mem- 
bership in the league. Here James B. Zabin, president, presents the 
scroll while Irving Davis, a league vp, offers two tickets to the 


ADVERTISING CONCLAVE—Top executives of Ansco 
got together recently with A. W. Hobler, chairman 
of the executive committee, Benton & Bowles, to 
discuss the company’s new campaign with a sched- 
ule reportedly the “heaviest in Ansco’s 114 year 


history.” Ansco executives with Mr. Hobler are 
Leopold Eckler, vp and general manager; James W 
Forrestal, vp; William Balch, general sales manager, ¥ 
and Robert M. Dunn, assistant general sales man- © 
ager. 


league’s fifth annual dinner-dance. 


Dilworth Neil Monn 


BEN FRANKLIN AWARDS—Mrs. Eleanor Roosevelt, cited 
as the “first lady of the world,” receives a Poor 
Richard Medal at luncheon ceremonies in Philadel- 
phia marking the 250th anniversary of Benjamin 
Franklin’s birth. Mayor Richardson Dilworth makes 
the presentation in the presence of George M. Neil, 


Roosevelt 


Nixon Neil 


president of the Poor Richard Club and general 
manager of the Inquirer, and Fredric R. Mann, city 
representative. Honored at a banquet the same day, 
Vice-President Richard M. Nixon was presented a 
citation and a Poor Richard Medal by Mr. Neil. Mr. 
Nixon was cited for his contribution to the nation. 


Engelsen O'Donnell Jackson Olsen 


DISPLAY OF DISPLAYS—Batten, Barton, Durstine & Osborn recently 
held an exhibition of point of purchase display pieces as part of its 
intra-company education program. A Schenley counter display— 
one of the 150 pieces on display—is being admired here by Norton 
B. Jackson, executive secretary of the Point of Purchase Advertis- 
ing Institute, and three BBDO men: Harold Engelsen, from the 
production department; William O’Donnell, vp, and Harold Olsen, 
an art director. 


Cook Stone Elder Smith 


SMALL TALK—Relaxing between sessions, these members of the Newspaper Advertising 
Executives Assn. in Chicago are Arthur P. Cook, Birmingham News-Post; Stanley A. 
Ferger, Cincinnati Enquirer; Grant Stone, Cleveland Press; Matt Elder, Tulsa World- 
Tribune; Thor M. Smith, American Weekly; Wayne Henly, Avalanche and Journal, 


Ferger Henly Tharp 


McKittrick Hartford Sykes Beck Louthood Keller Biedermann 


CHATS AND CHIHUAHUAS—Chihuahuas as well as newspapers interested NAEA members 
at the meeting in Chicago. Shown here are C. E. McKittrick, Chicago Tribune; Emile 
A. Hartford, Los Angeles Times; James W. Sykes, New York Herald Tribune; Robert 
R. Beck, Philadelphia Inquirer; Lewis Louthood, Weekend Magazine; Harry D. Keller, 


Lord Drew Maclean McLain Finn Ridder lee 


Lubbock, Texas; Mel ‘Tharp, Columbus Dispatch; Charles B. Lord, Indianapolis Star- 
Times; Robert K. Drew, Milwaukee Journal; H. H. MacLean, Scripps-Howard; Harry 
C. McLain, Oregon Journal; Karl T. Finn, Cincinnati Times-Star; Daniel M. Ridder, 
St. Paul Dispatch; Richard C. Lee, Des Moines Register and Tribune. 


Grothe = —s_ Moffett 


Austin Ray Savage Butler Lampe 
Philadelphia Bulletin; L. F. Biedermann, Chicago Daily News; J. Lee Austin, Pitts- 
burgh Sun-Telegraph; Ralph D. Ray, Fort Worth Star-Telegram; W. C. Savage, Cin- 
cinnati Post; Howard Grothe, Washington News; John W. Moffett, Minneapolis Star 
and Tribune; J. Butler, Houston Chronicle; Robert H. Lampe, Pittsburgh Post-Gazette. 
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Coverage ...or Smotherage 7? 


Would you pass up Captivating Frances there in order to date Fat Jenny? 

Oh. You don’t go for BIG FIGURES. 

Funny how some do. They fall for Fat Jenny’s come-along, “I’ve got more of everything.” 
Who wants it, you say. | 


And you’re so right! Here in our own bailiwick, farm publishing, we don’t claim the 
BIG FIGURE, the umpteen million circulation. Who wants it? We feel if you see the 
waist on Jenny, you'll see the waste in fat circulations. 
a 


No, we like our figure just as it is—1,410,000—91% of it in the richest farm country on vmer 


earth. Capper Country! 
Oh, one thing more about the girls. For the price of a few months’ whirl with Fat Jenny, Topeka Kansas 


you can date Captivating Frances every month of the year. 
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Another Success Story 


How to land 
“butter side up’ 


Butter was scarce during the war. Women couldn’t buy 
enough of it. Butter was plentiful after the war. But women 
didn’t buy enough of it. So dairy farmers acted through 
their American Dairy Association. 
American Dairy Association decided to give butter powerful 
advertising. They divided their money two ways. To one 
top show, Disneyland, went their TV budget—to remind all 
the members of the family how good butter is. To one top magazine, 
Ladies’ Home Journal, went their major print budget —to sell the 
buying members of the family: the women. 
The Journal launched a big, year-round schedule for real butter. 
At the same time, the Bellringer—the Journal’s famous 
merchandising service for grocers— pitched in with ideas 
retailers could use to promote butter at the point of sale. 
Today, dairy farmers have landed “butter side up.” For the past 
two years, instead of continuing down, per capita butter sales 
have increased substantially. Home consumption has been 
increasing even more dramatically. 
And for a big share of this success, 
they thank the power of the Journal— 
the No. 1 way to influence women. 


eS 


“We're selling to women the No. 1 way— 
and in the No. 1 women’s magazine,” 


says Lester Will, General Manager of the American Dairy Association. 


“Ever since we began using Ladies’ Home Journal, we’ve been 
able to feel the tremendous impact of this great magazine 
on butter sales. Our sales facts show 
that we’ve not only wooed many women dack 


to real butter—but we’ve also won many 
new women customers for real butter. 
Naturally, in the coming year, 
the Journal will continue to 
spear-head the industry’s 
advertising for real butter.” 


Never underestimate the power of the 
No. 1 magazine for women... 
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Advertising Age 


Steady Does It, Woolf Says 


Take Your Pick: E&E Man 


Cc. M. Eyes Travel Ads 


Bedell Okays Service Angle 


Opinions expressed here are those of the writers, and not neces irily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWS 


Salesense in Advertising... 


It Isn't Necessary to Make 
Readers’ Eyeballs Pop 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 
vp in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 


“The soul of the advertisement,” once 
observed the astute Dr. Samuel Johnson, 
“is the size of the promise.” In other 
words, the more desirable the benefit, the 
more persuasive its selling power. 

Every astute copy- 
writer, I am sure, will 
agree with this. 

What every copy- 
writer doesn’t seem to 
agree to, or, at least, is 
sometimes reluctant to 
face up to, is the fact 
that promises of mas- 
sive size—important, 
dramatic, exciting 
promises — cannot 
credibly be made in behalf of everyday 
commercial products. 

What promises of real stature can be 
made for, say, a brand of shortening or 
an all-purpose flour? 

Or for any brand of cigarets, or beer, 
or bread, or toothpaste, or shaving cream, 
or hair tonic? Even when the brand is of 
excellent quality and completely satisfy- 
ing, or nearly so, to the consumer? 


James D. Woolf 


8 It can’t be done and, down in their 
hearts, realistic copywriters know it. And 
yet they are asked, time after time, to beat 
their brains out trying to produce a dra- 
matic BIG PROMISE for a product that is 


Why does 


this empty glove promise you easy going? 


electric 


RESTRAINED—I have never known Royal 
advertising to promise more than its type- 
writers can deliver. The copy has been 
restrained, quiet, and in good taste. De- 
spite the fact that Royal advertising is 
pitched in a low key, the Royal company 
is the world’s largest manufacturer of 


typewriters. 


commonplace, despite its very fine quali- 
ty. 

In this desperate attempt to create a 
big soul for his campaign, an occasional 
copywriter sometimes strays from the 
straight and narrow path. Frustrated, he 
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SCOTT PAPER COMPANY, EVERETT, WASHENETION 


NOT STARTLING—The advertising of Soft- 
Weve and other Scott products has never 
sought to startle the reader with thunder- 
ous promises of terrific benefits. Low- 
pressure advertising, maintained consis- 
tently year after year, has been success- 
ful; today Scott products hold a strong 
position in the marketplace. 


DELICIOUSLY YOURS—Hunt’s promises lit- 
tle about its tomato catsup beyond the 
fact that it’s “Deliciously yours.” It makes 
no promise to Mom that Pop and the kids, 
after their first amazing mouthful, will 
arise to their feet and sing that happy 
days are here again. I have no sales fig- 
ures, but I hear that Hunt’s is doing all 


right. 


APER OF MARKETING 


resorts to half-truths, exaggeration, brag- 
and-boast. 

This frantic search for big promises is 
not always the fault of the copywriter. His 
orders are to produce an “exciting” cam- 
paign, something that will make not only 
the consumer but the trade sit up and take 
notice; a hot pitch that will fire up also the 
advertiser’s sales force; in short, some- 
thing that is “terrific.” 


8 This procedure, in my opinion, is ill- 


The old-time cheese 
you've hankered for! 
Sracker Barrel is the fine natural cheddar from KRAFT 
LOW PRESSURE—“Real eatin’ cheddar, like 
grandmother served”—that’s the sum to- 
tal of the benefit promised by this beau- 
tiful color page. As far back as I can 
remember, Kraft advertising has never 
sought to bowl over the reader with noisy 
promises of incredible benefits. In the 
cheese field, Kraft brands are No. 1 
sales leaders. 


advised for two reasons: 

1. The consumer does not believe ter- 
rific promises that are made in behalf of 
commonplace products, no matter how 
generally excellent their quality may be. 

2. The consumer is not looking for mir- 
acles when he or she buys a box of cereal, 
or a tube of toothpaste, or a cake of toilet 
soap, or a set of spark plugs, or a bottle of 
beer. 

Take beer, now that I have mentioned 
it. What does Mr. Beerdrinker expect and 


\ 
Thi 


tempol fl Somme 


; Campbell 


UNEXCITING—This fine advertisement does 
not urge the reader to work himself up 
into a lather of excitement over the 
“Campbell Simmer,” assures him only 
that Campbell’s foods always taste good. 
I have never known Campbell copy to 
offend with bombast, exaggeration, men- 
dacity, or incredible promises. Yet Caiinp- 
bell’s, despite the modesty of its claims, 
is, as everybody knows, the leader by far 
in its field. 


America’s favorite baby-sitter- RCA VICTOR TV 


See all the exciting new models 
and finishes— $149.95 to 8500 


+o 


Sete ntteee hy 
ee ° 


ATTENTION-GETTER—It is my guess that this attractive color ad will be awarded a high 

“noted” rating. But it promises no spectacular benefit, is calm, dignified, and in good 

taste. RCA Victor has never high-pressured the reader, never sought to “amaze” him, 

never made his eyeballs pop—yet every year more people buy RCA Victor than eny 
other television set. 
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hope for when he buys beer? I can an- 
swer that without the aid of motivation 
research through depth interviewing. He 
hopes that the flavor of the beer will be 
enjoyable, and that’s about all. He does 
not expect to be amazed by an utterly 
new and different taste treat; far from his’ 
thoughts is an expectation that he will 
stand up and cheer after his first astonish- 
ing mouthful. 


® Rarely coramented on is the fact that 
our most successful advertisers have not 
achieved success by promising thundering 
benefits; the size of their promises has not 
been such it has strained the credulity of 
the consumer. Coca-Cola, for example, 
and Campbell’s soup; Kellogg’s Corn 
Flakes, Kraft foods, Morton salt, Wesson 
oil, Swift’s Premium ham, Jell-O—all top 
sellers in their respective fields. Note that 
the advertising of Schlitz and Budweiser 
does not promise as much as Pabst copy 
(“Finest Beer served ...anywhere!”’), but 
they continue to maintain their leader- 
ship. Hamm’s lost nothing when, about 
two or three years ago, its advertising 
dropped the incredible claim of being the 
world’s most refreshing beer. I have al- 
ways admired the advertising of RCA 
Victor for its dignity, restraint, and good 


taste, and it’s interesting to note that 
“Every year more people buy RCA Victor 
than any other television.” It is interest- 
ing to note also that the advertising of 
Perfect Circle piston rings, the sales lead- 
er by far, has always been notably con- 
servative. 

Says Leo Cherne, executive director of 
the Research Institute of America (AA, 
Jan. 16): “Every business will have to 
search for new ways to beat the competi- 
tion because there will be less and less 
difference between products, In the dec- 
ade ahead the brand that towers over any 
other will be a rarity.” 

What the “search for new ways” will 
lead to I do not know. I am certain, how- 
ever, that the answer will not be advertis- 
ing that misleads and disillusions with 
false promises of impossible benefits. I 
firmly believe that the experience of our 
most successful advertisers has proved 
the soundness and effectiveness, over the 
long haul, of copy that is temperate, calm, 
dignified, and sensible. 

The truth is, it is not necessary to make 
the reader’s eyeballs pop with startling 
claims. Dr. Johnson notwithstanding, the 
soul of the advertisement concerns the 
believability of the promise as well as its 
size. 


Looking at Radio and Television... 


How to Take Advantage of the Film Glut 


By The Eye and Ear Man 

The alert advertiser can now take ad- 
vantage of a situation in the film busi- 
ness; it may not continue but the time is 
right, now. 

Not so long ago advertisers with re- 
gional problems, and harassed station 
managers, had a tough time getting film 
properties. Now they can have their pick, 
and the prices are being shaved savagely. 

Historically, early film fare was poor. 
Old and broken down C and D films were 
offered, along with rundown British prod- 
ucts. The only films made for tv were 
principally cheap quickies, westerns, 
mysteries, and anthologies. They were of- 
ten over-priced—certainly from a quality 
standpoint. In general, one bought them 
at 100% of Class A time, and the price 
was firm as rock. 


® About 1950 things began to change. A 
few early films made especially for net- 
work tv became available for second run 
in syndication. Specially made syndicated 
first-run film also increased. 

It was a trickle that became a torrent. 
The product increased. As network shows 
were canceled, the series were put imme- 
diately into syndication, and they repre- 
sented pure profit at that point. Also, hun- 
dreds of pilot films, which never made the 
sponsorship grade, were fused into an- 
thology series and became saleable. 

By 1955 the torrent was at flood. British 
films came in quantity. Independent pro- 
ducers in the booming Hollywood studios 
were faced with rising costs because of 
demands for repayment to actors, writers, 
directors, and a percentage to the star. 
Some of them dumped their products 
from the files at bargain prices into the 
tv business; it was their way of raising 
cash to stay in business. Eventually, some 
uhf stations could get some films for 
slightly more than the cost of getting a 
print to the station. 


& Now we come to 1956, a year that sees 
the prospect of thousands of hours of fea- 
ture films from major film studios hitting 
the market. Whole studios have been 
liquidated and their cartoons and short 
subjects are available. Major film studios 
are in tv right up to their negatives—so 
far they have demonstrated neither supe- 
rior quality nor knowhow, but they are 


determined and must be reckoned with. 

This situation puts the regional adver- 
tiser, the local station program director, 
and the advertiser buying nationally-syn- 
dicated series into the driver’s seat. The 
price competition is already brutal; it may 
get more so. 

If it has a bright spot, it is just this: It 
gives third and fourth stations in markets 
a chance to program competitively, even 
against major network competition. Na- 
turally, this same opportunity is given to 
smaller advertisers, who up to now 
haven't had much choice of material. Now 
they can buy good adventure, comedy, 
anthology, sports, full length films for 
daytime, and miscellaneous fare for kids, 
etc.—and at a really competitive price. 
Second run films, for instance, have been 
seen for the most part by a small percent- 
age of the potential audience, and those 
who saw them seem to relish seeing them 
again. 


® What isn’t good about the situation is 
the squeeze on the producers of films. 
There’s an awful lot of money tied up in 
the gigantic stockpile of film; some of it is 
risk capital from opportunists, and some 
represents bank and investment syndicate 
loans. With the film market the way it is, 
the risk of payoff on new films grows 
greater. And new product is still needed, 
both to keep the newfound Hollywood 
prosperity solvent and growing, and be- 
cause the tv industry chews up material 
at such a frightful rate. 

Television does need new product. 
About half of the current nighttime shows 
will probably need replacement. The 
clients are willing to pay the price of 
quality, get a fresh product and take the 
risk. The producer has to get his money 
back on the first run. He can no longer 
count on retrieving a part of his invest- 
ment in syndication or re-runs (unless, of 
course, he comes up with an “I Love Lucy” 
or “Dragnet” with originals and repeats 
running concurrently and successfully). 

This may mean, if you are a client, that 
you may want to advance some of the 
capital necessary for filing a series, and 
you can now get a percentage of the future 
profits (if any) of the film series without 
paying any more than you would have 
paid for the first run. But you should re- 
alize that there is no longer any assurance 
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The Creative Man’‘s Corner... 


What Gets Attention in Travel Ads? 


what we would consider helpful. 


get our interest and attention?” 


Forgive us if we go trade-papering. But recently we came across an issue 
of ASTA Travel News, a publication edited for and distributed to travel agents. 


Like most trade publications today, ASTA Travel News is chock-a-block 
with ads—most of them dull, most of them uninspired, most of them far from 


So we said to ourselves, “Suppose we were a travel agent; what ads would 


So saying, we started leafing through the magazine and, as we came to an ad 
that caught our eye and made us stop and inspect, we tore it out. 


We wound up with the five ads illustrated—and we'd like to explain why. 
Not that we are particularly all-knowing or even a travel agent. But these 
seemed to embody certain qualities that seemed important to us. 
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The Emerald Beach Hotel ad, with its message written in the sand, in de- 
fiance of all that’s ever been said about writing in the sand, would probably 
remain longest in our memory. Braniff’s ad, with people of another era leaping 
over what looks like a low tennis net and then leaping back, would probably 
rank next in impact on us. And the ad for the Dominican Republic, chiefly be- 
cause of its intriguing caption, “We’ve even got an Alp!” would rank third in 


that respect. 


keep at hand. 


offered. 


tiser) we'd take the second variety. 


Aside from the Dominican Republic ad, however, none of these leaves us 
with much information about the subject advertised. 


On the other hand, the ads for the Clipper Line and the Holland-America 
Line, listing cruise dates and ports touched upon, as well as minimum prices, 
are the kind of ads we would be inclined to clip, if we were a travel agent, and 


The two techniques interest us—one unusual, with great attention value and 
impact, but with practically no usable information; the other not at all out- 
standing, but still grabbing one’s attention because of the usable information 


We think if we had our choice (and now we're pretending we’re an adver- 


that there will be syndication money, or 
that the prevailing market will pay the 
syndicator to send salesmen on the road, 
pay the re-run fees or even ship and serv- 
ice the prints. 


® Still...the capacity of tv to consume 
entertainment material is practically in- 
finite. As saturation of markets becomes 
fact, new product will be needed in third 


and fourth stations in the same propor- 
tions as on major networks. As new sta- 
tions come in, and as hours of program- 
ming are extended, the need will grow. 

But in the meantime—right now—the 
greatest bargain in the world of televi- 
sion is slightly used film for summer re- 
placements, local programming or syndi- 
cated series. You can take advantage of 
the situation and get a bargain. 
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",.. Chicago’s independent and dependable 
newspaper...the Chicago Daily News... 


RADIO STATION WIND ¢ 400 NORTH MICHIGAN AVENUE e¢ CHICAGO 11, ILLINOIS 
Represented by A, M. RADIO SALES COMPANY * NEW YORK 


brings you the important news of the hour...” 


EVERY HOUR ON THE HOUR 
...FOR TEN STRAIGHT YEARS 


Chicagoans have heard this phrase over 


Radio Station WIND 


It has heralded 82,650 newscasts over the 
ten-year span... currently making more 
than three million listener impressions 
per day in Metropolitan Chicago, on a 
conservative estimate. 


More Chicagoans have been kept informed 
by these hourly WIND newscasts than by 
any other radio or television news service 
covering Chicago. 


Now WIND announces the signing of a new 
contract with the Daily News ...a contract 
that will continue this important contribu- 
tion to an informed Chicago public. 


It has become a habit with countless 
Chicagoans ...in their homes, their offices, 
their cars... to tune in 560 on their dial 
when the hour strikes. They catch the latest 
headlines, get the weather report for the 
Chicago area, and learn about the interest- 
ing features appearing currently in the 
news columns of the Daily News. 


This decade of association between the 
Daily News and WIND is unique. We feel 
sure that the Chicago-area public will join 
in applauding its continuation . . . “every 
hour on the hour.” 


¢ CHICAGO ¢ LOS ANGELES ¢ SAN FRANCISCO 
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On the Merchandising Front... 


Automation May Enhance Desirability 
of ‘Hand Made’ Goods 


By E. B. Weiss 
Merchandising Consultant 

As automation takes over the helm of 
production, will a reverse tide set in that 
will make “hand made” a still more de- 
sirable attribute than it is at this very 
moment? 

I rather think that 
something of that sort 
will take place. It ap- 
pears to me that the 
more emphatic the 
trend becomes toward 
push-button produc- 
tion, the more emphat- 
ic will the trend 
become toward a 
spreading demand for 
products of hand 
craftsmanship. 

Maybe this will be the simple outcome 
of that law of physics which declares 
that for every action there must be an 
equal reaction. Maybe it will be more di- 
rectly traceable to the fact that automa- 
tion should ultimately lift still higher the 
income of still more people and thus per- 
mit the gratification of still more costly 
wants. Maybe it will be due to the innate 
desire to have “something different,” and 
particularly to have possessions which 
presumably establish social status (the 
good old snob appeal). Maybe it will be 
because more people will have developed 
a cultural capacity enabling them to ap- 
preciate the various superiorities of the 
hand-made. 


E. B. Weiss 


s It is an interesting speculation. It 
makes me wonder whether the present 
gigantic market for antiques will grow 
faster than most other segments of our 
economy (I think it will). It makes 
me wonder whether, when the pre- 
fabricated home made by automation 
techniques in factories becomes a reality, 
the old homes of our forefathers may not 
become still more desirable to still more 
people. (I have lived for 14 years in a 
200-year old New England Colonial and 
I note that it requires less maintenance 
than its 1950-1955 prototypes, and its old 
pegged oak beams have a charm that the 
machine age has been quite unable to 
duplicate.) 


I have a notion that, side by side with 
the growth of automated factories, we 
will witness the paradoxical growth of 
“hand” industries. Right now, we see a 
small straw in the wind in Detroit. With 
the automobile factories investing billions 
in automated equipment, the hand-as- 
sembled Lincoln Continental can’t meet 
demand. And I believe, too, that not only 
will the consuming public tend toward 
the hand crafted, but that certain ele- 
ments in labor, too, will tire of the lack 
of creativeness in automated production, 
as well as of its monotony, and seek ex- 
pression in hand crafts. (Could do-it- 
yourself be a forerunner of this trend?) 

It is not impossible, to my way of 
thinking, that automation may even bring 
back a modern version of the ancient 
guilds! Indeed, I think it is entirely likely 
—yes, guilds with all of the wonderful 
controls with which the ancient guilds 
safeguarded the output of their crafts- 
men. 

And it is not at all inipossible that these 
modern guilds will become advertisers, as 
a few of them are right now, notably in 
certain needle activities. 


s I advance these speculations not be- 
cause I resent the dawning of the age of 
automation; on the contrary, it was my 
privilege to introduce the word itself to 
the world of marketing in my automation 
series which appeared in ADVERTISING 
Ace less than 30 months ago. (It is dif- 
ficult to realize that only a bit over two 
years ago automation had yet to appear 
in advertising’s dictionary!) I said then, 
and I repeat it today, that it is my firm 
conviction that automation production 
will confer more gains on more people 
in the next ten years than did mechanical 
production in the first half of this cen- 
tury. 

But it has been my observation that, 
in the world of marketing, as in the 
world of physics, action begets reaction. 
And therefore it appears logical to me to 
conclude that the farther the human hand, 
human mind, and human skills get from 
production, the greater will be the de- 
mand for products that involve hand 
craftsmanship. 

What say you? 


Looking at the Retail Ads 


By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 


training.) 


These two ads appeared on succeeding 
days in the New York Times. The head- 
lines are not as strong as they could be, 
but these are distinguished ads. The fact 
that they will not appear so to most ad- 
vertising people, is all to the good. 

Many of advertising’s creations that 
ring the bell with the “creative crowd” 
fail to ring the bell with an optimum au- 
dience. 


ws Many advertising people want to be 
creative. It is better to be effective. And 
it is best, of course, to be both creative 
and effective. 

This store advertises as “AMERICA’S 
LarGEst STATIONERS.” If they continue to 
do advertising of this general character, 
they will be still larger. 

If the headlines used the great headline 
principles a little more fully, and if there 


was a more informal, cordial, pointed ef- 
fort for reader response, I believe these 
would be better. But they are far better 
than a host of better looking ads that ap- 
pear in the same paper every week. 


= A major secret of their goodness as 
ads, independent of the number of items 
they sell, is their service-rendering qual- 
ity. This store assumes that the prospect 
for such merchandise needs to know a 
good many things about the merchandise 
if he is to be able to consider it seriously. 
So they make an effort to apprise him, 
inform him, serve him. All good selling is 
serving. 


® The person who creates these ads is 
far more concerned with making ads 
work, than with creating nice ad exhibits 
to paste in a scrap book. Is that bad? 
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Just Looking... 


There are still wide stretches of the 
West where it isn’t quite de rigueur to 
inquire of a stranger where he’s from. 

Just a local quirk, of course, and not 
very important—except don’t get too 
inquisitive, maybe, in Dulce, N. M. 

Yet the profound differences be- 
tween Madison Ave., let us say, and the 
rest of America come to the surface in 
all such trivial attitudes, customs and 
expressions. 


s For admen who would like to test 
their closeness to the great mass mar- 
kets—sometimes known as peopie—I 
have whipped up a little quiz. 

1. How do you pronounce Pierre 
(S. D.), Calais (Me.), Joliet (Ill.)? 

2. What do you get in Kansas when 
you order a stack? A short stack? 

3. What do they call a swimming pool 
in California? 

4. What is a breakfast steak? 

5. Identify two towns with (a) ginger 
beer, (b) tonic. 

6. What does the dash-line in your 
lane mean in (a) New York, (b) Tex- 
as? 


By Walter O’Meara 


7. What’s a shiretown? How do you 
pronounce it? 

8. Who was Levi Strauss? 

9. What do they say in Texas when 
you leave a store or restaurant? 

10. How do you hail a taxi in Chi- 
cago? 

Answers 

1. Peer, Calus, Joliet the way it’s 
spelled—does not rhyme with Bob and 
Ray. 

2. Three king-size pancakes. Two. 

3. A plunge. 

4. A small pounded steak, fried egg, 
grits—Louisiana and points west. 

5. (a) Detroit, (b) Boston. 

6. (a) You may pass, (b) you may 
not pass. 

7. A county seat. Sheertown. Ver- 
mont. 

8. Man who put pants on the West; 
originator of blue jeans or levi’s. 

9. “Hurry back.” 

10. “Hey, Yellow!” “Hey, Checker!” 

Score 10 for each correct answer. If 
you rack up a 70 or better, buy your- 
self a drink of bourbon and branch 
water (Ky.). 
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University of Illinois and Advertising Age Jointly 
Sponsor Study of Advertising as Per Cent of Sales 


Questionnaire to 13,500 “advertising companies” asks data on percentage of sales devoted to advertising. 
More than 2.300 replies provide unusually broad. up-to-date picture of practices in some 70 separate business 
classifications. Entire contents copyright, 1956, by University of Illinois and Advertising Publications Inc. 


By C. H. Sandage 
Chairman, Division of Advertising, 
School of Journalism and Communica- 
tions, University of Illinois 
and 
S. R. Bernstein 
Editor, Advertising Age 


There is no more frequently asked (or 
more baffling) question in all advertising 
than: 

“How much should be spent for adver- 
tising?” 

The best and most honest answer is: 
“It all depends.” 

And this, in turn, almost invariably 
leads to: + 

“Well, what are my competitors spend- 
ing? What percentage of their sales are 
going into advertising?” 

Studies by the Association of National 
Advertisers, the National Industrial Ad- 
vertisers Assn., and the Federal Trade 
Commission, as well as occasional studies 
by others, have attempted to provide 
answers to this last question. In general, 
however, these tabulations are now rela- 
tively useless because either (1) they are 
badly out of date; or (2) they represent 
too small a sample; or (3) their business 
distribution is bad, and tends to include 
too many companies which are “non- 
advertising” companies. 

In an attempt to provide usable figures 
on percentage of sales assigned to adver- 
tising, the School of Journalism and Com- 
munications of the University of Illinois 
and ApveRTISING AcE joined hands 
this fall. Our purpose was four-fold: 


® 1. To provide up-to-date figures which 
mirror current practice, and the relative 
state of stability of the current economy. 


® 2. To reflect the practices only of “ad- 
vertising companies”—that is, of com- 
panies which can be assumed to use 
advertising consistently as an integral 
part of their marketing and management 
policy. 

® 3. To report on a large enough number 
of companies so that the range of the fig- 
ures could be considered truly representa- 
tive, and particularly so that it would be 
possible ... 


e 4. To provide meaningful breakdowns 
by type of business. 


To meet these four-fold requirements, 
a letter and questionnaire were sent early 
last fall to every company listed in the 
then-current issue of Standard Adver- 
tising Register. The questionnaires were 
signed by Prof. Sandage, and returns 
were addressed to him, with the Univer- 
sity of Illinois subsequently tabulating 
the responses. 


® The “advertising companies” listed in 
the Standard Advertising Register were 
asked to fill out a simple, three-part ques- 
tionnaire, based on 1954 sales and adver- 
tising (the last year for which complete 
figures were available). They were asked 
to classify their business into one of 65 
groups developed principally by condens- 
ing somewhat the business classifications 
used by Publishers Information Bureau 


to measure general magazine and network 
broadcast expenditures. This classification 
was adopted because it is meaningful 
within the advertising business as a com- 
petitive guide. 

Even so, however, the returns indicated 
gaps in the classification, so that this re- 
port gives data on some 70 separate classi- 
fications of business. 


® Then the questionnaires asked recip- 
ients to place themselves within one of 
eight size groups: less than $1,000,000 in 
sales; $1,000,000 to $2,500,000; $2,500,000 
to $5,000,000; $5,000,000 to $10,000,000; 
$10,000,000 to $25,000,000; $25,000,000 to 
$50,900,000; $50,000,000 to $100,000,000; 
more than $100,000,000. 

The final question asked for the “per- 
centage of sales your company invested 
in advertising in 1954.” In cases of com- 
panies with more than one product or di- 
vision, in different lines of business, re- 
spondents were asked to give separate 
advertising figures for each division. 

The questionnaires were mailed to a 
total of 13,508 names in the Standard Ad- 
vertising Register (product edition). Some 
companies are listed more than once in 
this volume, under various product cate- 
gories, but no attempt was made to avoid 
such duplicate mailings. We estimate the 
net list of companies in the book at some- 
thing over 13,000. 

From this mailing 2,325 usable returns 
were received, and the statistics which 
follow are based on that quantity—a re- 
turn of approximately 17%% of the total 
mailing. 


® Some words of explanation are im- 
portant: 

First, the authors want to make it clear 
that they do not recommend determina- 
tion of advertising budgets on a percent- 
age-of-sales basis. It is our belief that the 
task force method, under which a goal is 
set up, and then advertising is tailored to 
the problem of reaching that goal, is the 
best and most sensible method of allocat- 
ing advertising funds. However, percent- 
age-of-sales is a simple, easy-to-under- 
stand and easy-to-apply concept, and it is 
perhaps the most meaningful figure to 
use in attempting to determine current 
practice in a particular business segment. 

In other words, advertising as a per- 
centage of sales is an important starting 
point in determining the size of adver- 
tising budgets, and in relating the usual 
practice in a particular product field. No 
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Table 1 


FREQUENCY DISTRIBUTION OF ADVERTISERS BY 
PER CENT OF SALES INVESTED IN ADVERTISING 


Advertisers in Each 
% of Sales In %-of-Sales Bracket 
Advertising 
Number % of Total 
Number in Sample 2325 100.0% 
Less than 0.50% 328 14,1 
0.50 - 1,00 272 11.7 
1.01 ned 1,50 222 9.5 
1.51 - 2.00 204 8.8 
2.01 - 2.50 182 7.8 
2.51 - 3.00 135 5.8 
3.01 - 3.50 109 4.7 
3.51 = 4.00 104 4.5 
4.01 - 4.50 84 3.6 
4.51 - 5.00 122 5.2 
5.01 - 6,00 100 4.3 
6.01 - 7.50 98 4.2 
7.51 - 10.00 109 4.7 
10.01 - 15.00 99 4.3 
15.01 - 20.00 47 2.0 
20.01 - 25.00 37 1.6 
25.01 - 30.00 20 0.9 
30.01 - 40.00 32 1.4 
40.01 and over 21 0.9 


one should set a budget purely on the 
basis of a knowledge of what competitors 
are doing, but general information of this 
type is almost essential before sound com- 
pany action can be planned. 


® Second, the study makes no attempt 
whatever to define advertising, or to de- 
termine what should or should not be in- 
cluded in the advertising budget. Such 
determination is left entirely to each re- 
sponding company. It was merely asked to 
report its percentage of advertising to 
sales, with no help of any kind provided in 
determining exactly what is “advertising” 
and what is not. 

As a consequence, it is entirely possible 
that figures for one company may mea- 
sure something somewhat different from 
those for another company. This is a 
weakness of all similar studies, but it 
need not be a serious handicap. It can 
reasonably be assumed that general ac- 
counting practice—as well as advertising 
and sales practices—tends to differ rela- 
tively little for companies in the same 
line of business. 


® Third, the study made no attempt to 
define “sales.” This is important in certain 
types of business enterprise, such as 


banks, insurance companies, financial in- 
stitutions, etc., as wel! as promotional and 
other associations of all kinds. Here again, 
since the basic purpose of the study was 
to determine existing practice, rather than 
to advocate any particular type of change, 
it was assumed that organizations in these 
categories who felt they could answer the 
question at all would answer it in a fash- 
ion which would be meaningful to other 
companies in these classifications. 


® Finally, we should say that we were 
pleased to discover a growing skepticism 
among advertisers about the significance 
of percentage-of-sales figures as related 
to advertising. In view of the fact that we 
were spending a good deal of time and 
effort studying advertising as a percent- 
age of sales, it may seem surprising that 
we welcomed such skepticism; but we 
consider it a healthy sign of increasing 
sophistication about advertising. 

As one respondent put it bluntly: 

“Since you pose a direct question in the 
first sentence of your questionnaire, I find 
it necessary to disagree with you. i don’t 
believe there is any great significance in 
the percentage of sales invested in adver- 
tising. There are scores of othe? factors 
that would have to be related to the ex- 
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Percentage of Sales Invested in Advertising, 1954, 


for 55 Product Classifications 


On these pages is detail from the University of Illinois—Advertising Age study 
for all product classifications in which 10 or more responses were received. 
In each case the number of companies supplying data is shown, as well as 
the lowest and highest ratio of advertising expenditures to sales reported. and 


the median figure for the reporting companies. The charts show a further break- 
down. indicating the most frequently reported percentages of sales invested 
in advertising. Data for sales and advertising cover the year 1954. Contents 
copyright. 1956. by the University of Illinois and Advertising Publications Inc. 


foods and Beverages 


GENERAL FOODS & BEVERAGES 


14 COMPANIES 
LOWEST 0.06%—MEDIAN 2.00%—HIGHEST 8.05% 


THE MOST FREQUENTLY REPORTED PERCENTAGES 
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Transportation — Agriculture 


PASSENGER CARS, VEHICLES 


10 COMPANIES 
LOWEST 0.12% —MEDIAN 1.83% —HIGHEST 15.00% 


THE MOST FREQUENTLY REPORTED PERCENTAGES 
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Transportation — Agriculture 


TRUCKS & VEHICLES 


13 COMPANIES 
LOWEST 0.30%—MEDIAN 1.90% —HIGHEST 5.00% 


THE MOST FREQUENTLY REPORTED PERCENTAGES 
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Transportation — Agriculture 


AUTO ACCESSORIES, ETC. 


47 COMPANIES 
LOWEST 0.01% —MEDIAN 2.73% —HIGHEST 33.30% 


THE MOST FREQUENTLY REPORTED PERCENTAGES 
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Transportation — Agriculture 


MISCELLANEOUS TRANSPORTATION 
& AGRICULTURE 


20 COMPANIES 
LOWEST 0.01% MEDIAN 1.17% —HIGHEST 7.00% 


THE MOST FREQUENTLY REPORTED PERCENTAGES 


Drugs ond Toiletries 


COSMETICS & BEAUTY AIDS 


INCLUDES CREAMS, LOTIONS, LIPSTICK, PERFUME, ETC. 


27 COMPANIES 
LOWEST 0%—MEDIAN 16.47% —HIGHEST 37.60% 


THE MOST FREQUENTLY REPORTED PERCENTAGES 
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Drugs ond Toiletries 


PERSONAL HYGIENE & HEALTH 


WNCLUDES DENTIFRICES, TOILET SOAPS, MOUTHWASHES, 
SHAVING GOODS, DEODORANTS, HAIRDRESSINGS, ETC 
32 COMPANIES 
LOWEST 0%—MEDIAN 14.20% —HIGHEST 70.00% 


THE MOST FREQUENTLY REPORTED PERCENTAGES 


Drugs ond Toiletries 
MEDICINES & PROPRIETARY 
REMEDIES 


78 COMPANIES 
LOWEST 0.10%—MEDIAN 15.65%—HIGHEST 49.29% 


THE WOST FREQUENTLY REPORTED PERCENTAGES 


COOKING UTENSILS 
& KITCHEN ACCESSORIES 


25 COMPANIES 
LOWEST 0.03% —MEDIAN 3.18% —HIGHEST 19.56% 


TWE MOST FREQUENTLY REPORTED PERCENTAGES 
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Home and Building 
SOAPS, DETERGENTS, 
CLEANSERS, POLISHERS 


33 COMPANIES 
LOWEST 0.01 %—MEDIAN 6.55% —HIGHEST 45.00% 


TWE MOST FREQUENTLY REPORTED PERCENTAGES 


BUILDING MATERIALS 


INCLUDES MASONRY, INSULATION, LUMBER, 
ROOFING, WALLBOARD, ETC 
93 COMPANIES 
LOWEST 0% —MEDIAN 2.01% —HIGHEST 20.00% 


THE MOST FREQUENTLY REPORTED PERCENTAGES 
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EQUIPMENT, FIXTURES & SYSTEMS 


INCLUDES PLUMBING, HEATING, AIR CONDITIONING, 
WIRING, LIGHTING, KITCHEN EQUIPMENT, ETC. 

134 COMPANIES 
LOWEST 0.01% —MEDIAN 2.09% —HIGHEST 17.00% 


THE MOST FREQUENTLY REPORTED PERCENTAGES 
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CHILDREN’S APPAREL 


12 COMPANIES 
LOWEST 0.01% —MEDIAN 2.00% HIGHEST 8.70% 


THE MOST FREQUENTLY REPORTED PERCENTAGES 
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GENERAL APPAREL 


13 COMPANIES 
LOWEST 0.02%—MEDIAN 2.00%—HIGHEST 8.98% 


THE MOST FREQUENTLY REPORTED PERCENTAGES 


Business and Financial 


SCHOOLS, COLLEGES, CAMPS 


11 COMPANIES 
LOWEST 5.70% —MEDIAN 9.45% +HIGHEST 40.00% 


THE MOST FREQUENTLY REPORTED PERCENTAGES 


Business and Financial 


COMMUNICATIONS, PUBLIC 


UTILITIES, BANKING, FINANCIAL © 


29 COMPANIES 
LOWEST 0.02%—MEDIAN 0.78%—HIGHEST 5.83% 
TWE MOST FREQUENTLY REPORTED PERCENTAGES 
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INDUSTRY eee heehee xc OF SALES DEVOTED TO ADVERTISING 
Compames 10 15 
w f 
EROUPERES. cc cee ce eeeeseseesr see eeese 45 0.40 | | | | | | | | 

; AGwphemees «s wi scnacsceeveeesececse eevee - «| 20 0.73 

* Apparel Fabrics, . . oo» 69.4 oe ll 0.75 

wy Communications, Public Utilities, ‘Desking, Financial... 29 0.78 

_ Gnestine &6 GAL . 1 eo ew hw ee ose eeawBade@beonsnes 17 1.00 

ti {i Gen. Transportation & Agriculture. .....+++++e++ +) 20 1.17 

q : Industrial Materials, Services, Supplies ..... +. + +« «| 243 ana F a aes Ds ea Tae ives i Se 

4 R.R.s, Steamships, Buses, Airlines... 2... 2 ee es 29 NE 1.32 

| Fresh Meat, Fish, Poultry, Dairy Products. ........| 29 SM 1.50 DVERTISIN SLtc. 

* i) TORGRNDE 6 s GiblW.& ws oS 0 ee te 8 be ee oe ‘fo 1.50 EXP NDITURES 

4 Tires & Tubes... - 1+ ee eee em eee eee eses 6 1.66 : 

be. Feeds & Supplements. ... . oecee e+ oh 32 1.73 

a Men's Suits, Overcoats, Jackets s "slacks ‘(eo he & ¢ a4 19 1.76 ER DOLLAR OF 

BS. Passenger Care, Vebicles ....:+:2scscecscesevscct 1.83 

e Trucks & Vehicles. ...+2.s.scscsesvessesececs of AD 1.90 al 

} we 1s 

* } Frozen Foods ...... ‘ es 1.98 ALES+—1954—FOR le 

4 q Women's Hats, Gloves, pecoesertes., Mandbeags. « «© 2 es eo 0 6 2.00 . 

t Floor Coverings. . 2. + + +++ eee ee ee eee ee o | 185 SE 2.00 rE 
Women's Ready-to-Wear. ....4.-s. See 6s 0 6 6S e644 44 2.00 5 
ne 6-6 6 © 60.06 eo 0 6 6 SSS be 6S FSS SE ED 7 2.00 325 “ADVERTISING 

re seer f 
Men's Purnishings. ..... eo 6 6m ah ae eee 24 a 
: Miscellaneous & Gndacignates . 6s seévneoesse oe ¢ en ae deine tie 
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] } Office Equipment, Stationery, Writing Supplies ...... 58 a USINESS CLASSIFICATIONS > 
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; Optical Goods. .... sé oa + © 0 a eee 2.15 |956 University of Mingis ond Advertising Publications, inc. 
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Auto Accessories ..... eee oeervee 47 Gittins detain 2.73 

: i Food Ingredients (including "paking powder, fleur ,ssaseniag) 33 Entice cmentee 2.90 
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Mub@i-Rime Getesh Gtewes « ws wees eevee neeescesn 9 ; 3.15 
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: Luggage & Leather Goods. eevccunvncs es ess #% 5 yi 4.00 
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} Medical Equipment, Appliances, Supplies .........| 2) jee 5.00 
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Ye i ee ee a eo a ee 18 7.50 

) Schools, Colleges & Camps ....+sseeeceeeeeee ll ae ee 9.45 
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penditure before the figure became of any Table Iv " 
significance. The nature of the product, VARIATION OF ADVERTISING INVESTMENT BY SELECTED INDUSTRIES ACCORDING TO SIZE OF BUSINESS ‘ > é 
the percentage of profit, marketing meth- - ee nee ae » 

od—many similar points must be taken na — voll 2 
into consideration.” Sind of Suatanns in Total of Business - In Millions oe 

' Sample | Sample] Less Over No Size F 

® With these explanations and disclaim- Than 1) 1-2$| 2$-5 5-10 | 10-25 | 25-50 | 50-100 100 Given 
| warp pe Mgt agama toa Total Sample 2,325 | 2.50% | 5.00%| 3.00%) 2.25%| 2.00%, 2.00%| 1.40%] 1.00%] 1.00% | 2.72% if 
Perhaps the most interesting and sig- Ineurance 45 | 0.40 * . * 0.44 0.78 | 0.41 0.30 | 0.28 0.13 
4 nificant figures resulting from the study Industrial Materials & > 
are shown at the very beginning of Table Supplies 243 | 1.27 2.64 | 1.95 | 1.85 1.62 | 1.28 | 0,82 0.56 | 0.24 1.15 
. Miscellaneous 152 2.00 4.00 3.27 1.29 1.87 | 1.47 1.00 *. 0.84 1.20 3 
II, where the median percentage of sales Wenen*e Rendp~to-Bear “ 3.00 2.98 1.03 | 3.08 3-80 | 3.80 . m : - 
; invested in advertising for the year 1954 Building Materials 93 | 2.01 3.35 | 3.06 2.04 1.62 | 1.75 | 1.50 * 1.00 1.00 S 
) is shown as 2.50%—with half the report- 4 
ing companies investing less than this a- ee * ame eo oe be ae om 4-8 . . ai : 
mount, and the other half investing more. Home Equip. ,Pixtures, Etc. 134 | 2.09 3.00 | 2.55 | 2.60 1.90 | 2.00 | 2.00 . . 1.50 

: It is particularly interesting to note that Farm Machinery & Equip. 61 2.20 3.85 1.46 | 2.46 1.67 * . 7 ° ° 

the reporting companies break down into Shoes 52 | 2.45 3.40 | 2.02 1,95 2.79 | 3.20 | 1.90 . « . ; 

four almost equal segments on = 7 — Auto Accessories a7 | 2.73 | 8.00 | 5.22] 1.93 | 1.92] 1.12 | 1.00 . . 4.00 

of percentage of sales invested in adver- Publishing &@ Media 53 | 3.00 5.80 | 2.92 | 3,00 3.20 | 1.40 - . + . & 

: tising: one-fourth (25.8%) of all report- Sporting Goods & Toys so | 3.62 5.00 | 2.74 | 2,77 2.75 | * 5.00 * . 3.44 : 

ing companies invested 1% or less in ad- Gardening Supplies 44 | 3.89 4.50 | 4.55; * ° * . * * * pi 

j vertising; one-fourth (26.2%) invested Canned & Packaged Foods 80 3.95 4.75 4.15 | 4.00 3.50 1.10 3.28 *. 7.00 . op 
: P 
from 1.01 to 2.50% in advertising; one- Major Home Appliances so | 4,18 3.20 | 3.71 | 4.49 4.15 | 4.05 | 4,30 * 6.00 2.80 : 
J fourth (23.8%) invested from 2.51 to 5% Paint, Varnish, Wallpaper 45 | 5,00 7.10 | 4,34 | 4.60 5.00 | 3.95 * . + 3.00 
in advertising; and one-fourth (24.2%) <7 Hygiene & Health 32 | 13.85 14.60 — ih ey hall wer, * . 28.00 
: cines & Proprietaries 78 | 15.65 16.25 ° ° 00 . 18.65 | 19.43 
} invested more than 5% in advertising. Gusnbtien. Senet 
. ’ y Aids 27 16,47 17.18 13.00 * . * *. * . 
Within each —* course, these per Previous Three Groups Combines} 137 | 15.00 || 16.25 | 16.00 |13.37 | 11.65 /13.00 | 12.00 . 18.65 | 15,00 
Ww ° 
; centages vary * Fewer than three in sample. 
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How to Read the Charts 


The accompanying charts show the most fre- 
quently reported percentages of sales invested 
in advertising. The scale across the bottom of 
the chart shows the number of companies; that 
on the left side shows percentage A (and 
although these are shown in row numbers, 
like “2-3%" for example, more technically 
they should be “2-2.99%,", since 3% would ap- 
pear in the line “3-4%"'). 

Where distribution or number of replies per- 
miis, all respondents are shown in these charts. 
Where this is impossible, only the most popular 
percentage figures are shown. e@ number of 
respondents unaccounted for in such cases are 
scattered, usually only one to a percentage 
point spread. 

For example, the chart immediately to the 
right (Food Ingredients) shows that of the 33% 
companies replying, 7 invested less than 1% 
of sales in advertising; 6 invested between 1 
and 2%; 4 between 2 and 3%; 2 between 5 and 
6%; and 2 between 13 and 14%. These five 
brackets are the only ones which included 
more than one reply. 

NOTE: While the charts are standard size 
and shape, both vertical and horizontal scales 
chan with each chart, and the scale must 
therefore be carefully observed in each case. 


Foods and Beverages 


FOOD INGREDIENTS 


INCLUDES BAKING POWDER, FLOUR, SHORTENING, SEASONING, ETC. 


33 COMPANIES 
LOWEST 0% —MEDIAN 2.90% —HIGHEST 28.50% 


THE MOST FREQUENTLY REPORTED PERCENTAGES 
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Foods and Beverages 


CANNED & PACKAGED GOODS 


INCLUDES CANNED GOODS, CEREALS, HEALTH & INFANT FOODS 


80 COMPANIES 
LOWEST 0.01% —MEDIAN 3.95% —HIGHEST 50.09% 
THE MOST FREQUENTLY REPORTED PERCENTAGES 


Foods and Beverages 


FROZEN FOODS 


21 COMPANIES 
LQWEST 0%—MEDIAN 1.98%—HIGHEST 7.00% 


THE MOST FREQUENTLY REPORTED PERCENTAGES 


Treneportetion = Agricuiture 


GASOLINE & OIL 


17 COMPANIES 
LOWEST 0% —MEDIAN 1.00% —HIGHEST 18.00% 


THE MOST FREQUENTLY REPORTED PERCENTAGES 


AIRPLANES, ACCESSORIES 
& EQUIPMENT 


20 COMPANIES 
LOWEST 0% —MEDIAN 0.73% —HIGHEST 10.00% 


THE MOST FREQUENTLY REPORTED PERCENTAGES 


Transportation — Agriculture 
RAILROADS, STEAMSHIPS, 
AIRLINES, BUSES, ETC. 


29 COMPANIES 
LOWEST 0.03%—MEDIAN 1.32% —HIGHEST 7.40% 


THE MOST FREQUENTLY REPORTED PERCENTAGES 


Transportation — Agriculture 


HOTELS & RESORTS, TRAVEL SERVICE, 
INDUSTRIAL DEVELOPMENT, ETC. 


11 COMPANIES 
LOWEST 0.01%—MEDIAN 4.18% —HIGHEST 70.00% 


THE MOST FREQUENTLY REPORTED PERCENTAGES 
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MEDICAL EQUIPMENT, GENERAL DRUGS & TOILETRIES CHINA, GLASS, SILVERWARE FURNITURE 
APPLIANCES & SUPPLIES = endian 45 COMPANIES 


21 COMPANIES 
LOWEST 0.15% —MEDIAN 5.00% —HIGHEST 15.22% 


THE MOST FREQUENTLY REPORTED PERCENTAGES 


1) COMPANIES 
LOWEST 1.39% —MEDIAN 6.71% —HIGHEST 40.00% 


THE MOST FREWUENTLY REPORTED PERCENTAGES 


LOWEST 0%—MEDIAN 4.31% —HIGHEST 7.50% 


THE MOST FREQUENTLY REPORTED PERCENTAGES 


LOWEST 0.02% —MEDIAN 2.09% HIGHEST 16.50% 


THE MOST FREQUENTLY REPORTED PERCENTAGES 
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Home ond Building Apporel Appore! 
PAINT, VARNISH, WALLPAPER, GENERAL HOME & BUILDING WOMEN’S READY-TO-WEAR MEN’S SUITS, OVERCOATS, 


WALL COVERINGS 


45 COMPANIES 
LOWEST 0.02% —PMMEDIAN 4.31% —HIGHEST 10.01% 


THE MOST FREQUENTLY REPORTED PERCENTAGES 


19 COMPANIES 
LOWEST 0.02% —MEDIAN 3.00% —HIGHEST 12.50% 


THE MOST FREQUENTLY REPORTED PERCENTAGES 
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IWCLUDES BLOUSES, SUITS, COATS, DRESSES, ETC. 


44 COMPANIES 
LOWEST 0.02% —MEDIAN 2.00% —HIGHEST 8.00% 


THE MOST FREQUENTLY REPORTED PERCENTAGES 


+ ; ¢ 
os | 
7.4% | 
| r 
54% : 
} + we gatas ms He <a, Gnaen 
45% ; 
} | ——— +~ — 
“ms 
} + > ~4 
23%) | | 
-—r—+ t a 
a | 
tee eee 
Lehto Ma "eS 
odin 2 64 6 ee, ee) ee ee ee ee | 


JACKETS, SLACKS 


19 COMPANIES 
LOWEST 0.01%—MEDIAN 1.76%—HIGHEST 4.50% 
THE MOST FREQUENTLY REPORTED PERCENTAGES 
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Business ond Finoncio! 


INSURANCE 


WWCLUDES LIFE, FIRE, CASUALTY, GENERAL 


45 COMPANIES 
LOWEST 0.01% —MEDIAN 0.40% —HIGHEST 11.87% 


THE MOST FREQUENTLY REPORTED PERCENTAGES 
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Business and Financial 


OFFICE EQUIPMENT, 
STATIONERY, WRITING SUPPLIES 


58 COMPANIES 
LOWEST 0.01% —MEDIAN 2.02% —HIGHEST 41.85% 
THE MOST FREQUENTLY REPORTED PERCENTAGES 
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Business and Financio! 


PUBLISHING & MEDIA 


53 COMPANIES 
LOWEST 0.01 %—MEDIAN 3.00% —HIGHEST 27.00% 


THE MOST FREQUENTLY REPORTED PERCENTAGES 
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INDUSTRIAL MATERIALS, 
SERVICES & SUPPLIES 


243 COMPANIES 
LOWEST 0.01% —MEDIAN 1.27% —HIGHEST 23.73% 


THE MOST FREQUENTLY REPORTED PERCENTAGES 
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Foods and Beverages 
FRESH MEAT, POULTRY, 
FISH & DAIRY PRODUCTS 


29 COMPANIES 


Foods and Beverages 


FOCD BEVERAGES 


INCLUDES COFFEE, TEA, COCOA, WEALTH BEVERAGES, 
FRUIT & VEGETABLE JUICE COCKTAILS 


20 COMPANIES 


Foods and Beverages 


BEER, WINE & LIQUOR 


44 COMPANIES 


Foods ond Beverages 


BAKERY GOODS & 
MISCELLANEOUS FOODS 


33 COMPANIES 


’e LOWEST 0%—MEDIAN 1.50% —HIGHEST 11.40% LOWEST 0.02% —MEDIAN 4.02%—HIGHEST 16.00% LOWEST 0.04% —MEDIAN 4.85% —HIGHEST 65.00% LOWEST 0.02%—MEDIAN 3.00% —HIGHEST 19.50% 
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LOWEST 0.03% —MEDIAN 4.73% —HIGHEST 38.00% 
THE MOST FREQUENTLY REPORTED PERCENTAGES 
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LOWEST 0%—MEDIAN 0.75%—HIGHEST 2.50% 
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LOWEST 0.20% —MEDIAN 2.00%—HIGHEST 7.10% 
THE MOST FREQUENTLY REPORTED PERCENTAGES 


LOWEST 0.01% —MEDIAN 2.45% —HIGHEST 35.90% 


JEWELRY, WATCHES 


18 COMPANIES 
LOWEST 1.00% —MEDIAN 7.50% —HIGHEST 39.73% 


TWE MOST FREQUENTLY REPORTED PERCENTAGES 


CAMERAS & SUPPLIES 


16 COMPANIES 
LOWEST 0.02% —MEDIAN 4.62% —HIGHEST 16.20% 


THE MOST FREQUENTLY REPORTED PERCENTAGES 


SPORTING GOODS & TOYS 


80 COMPANIES 
LOWEST 0.02% —MEDIAN 3.62% —HIGHEST 30.50% 


THE MOST FREQUENTLY REPORTED PERCENTAGES 


dies 


MISCELLANEOUS & 
UNDESIGNATED 


188 COMPANIES 
LOWEST 0% —MEDIAN 2.00% —HIGrIEST 85.00% 


THE MOST FREQUENTLY REPORTED PERCENTAGES 
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Table III 


PER CENT OF SALES INVESTED IN ADVERTISING 
BY SIZE OF BUSINESS 


Table 11 


% of Sales in Advertising 


% Sales in Advertising 
Be. Distribution by %-of-Sal 
Size of Business in ~ oo Sntarente 
(Sales) Sample Median 
1.00% 1,01-| 2,51- 5.01 and 
or less 2.50 5.00 over 
Less than $1,000,000 517 5.00% 18.8% | 12.6%] 21.9% 46.7% 
1,090,000 to 2,500,000 426 3.00 17.8 25.8 29.6 26.8 
2,500,000 to 5,000,000 339° 2.25 20.4 36.0 25.6 18.0 
5,000 ,000 to 10,000,000 313 2.00 29.7 32.9 22.4 15.0 
10,000 ,000 to 25,000,000 308 2.00 28.9 32.8 25.3 13.0 
25,000 ,000 to 50,000,000 149 1.40 40.9 31.5 16.8 10.8 
50,000,000 to 100,000,000 70 1.00 50.0 28.6 11.4 10.0 
100 ,000 ,000 and over 86 1,00 55.8 18.6 11.6 14.0 
No size Given 117 2.72 27.4 20.5 31.6 20.5 
Extremes between companies were same kind of material shown in Table II, 


enormous. Although the list was composed 
of companies listed in Standard Advertis- 
ing Register, and was presumably there- 
fore composed of “advertising companies,” 
a considerable number of respondents re- 
ported spending no money at all for ad- 
vertising, and a total of 328—14.1% of all 
respondents, said they spent less than one- 
half of 1% of sales for advertising. At the 
other extreme, 21 companies—almost 1% 
of the respondents—reported investing 
more than 40% of sales in advertising. 
Detaiis of the number and percentage of 
companies in each percent-of-sales brack- 
et are given in Table 1. 


® Table II, already mentioned, gives a 
complete list—by kinds of business—of 
the 70 categories of business studied. It 
shows for each business (and in ascending 
order of advertising expenditure) the 
number of companies replying, the me- 
dian advertising expenditure in terms of 
percentage of sales, and the relative per- 
centage of responding companies which 
falls into each of four percent-of sales cat- 
egories. This table contains the basic find- 
ings of the study and demonstrates the 
wide variations among businesses—from 
a median of four-tenths of 1% of sales 
invested in advertising among insurance 
companies to a median of 16.47% in- 
vested by makers of cosmetics and beauty 
aids. 

For 55 of the 70 categories of business— 
every business category in which 10 or 
more companies answered the question- 
naires—there is additional detail in the 
charts on the opposite side of this sheet. 
Here, in addition to the median figure for 
each business classification, the range 
(lowest and highest percentages reported) 
is also shown, plus a frequency distribu- 
tion by single percentage points. 


® Tables III and IV are an attempt to 
develop some material relating advertis- 
ing expenditures to size of business, and 
are presented with special caution, since 
they can be misleading if not carefully 
analyzed. 

Table III, for example, presents the 


but by size of business rather than type 
of business. A casual look at Table III 
shows a beautiful pattern following a 
steady decline in the percent-of-sales in- 
vested in advertising as the size of busi- 
ness increases. It would be quite mislead- 
ing, however, to conclude that such a 
phenomenon is universally true. It so 
happens that a number of business cate- 
gories having the lowest percent-of-sales 
invested in advertising are, by their very 
nature, large companies, such as insurance 
companies, producers of basic raw mater- 
ials, etc. On the other end of the scale are 
companies operating in the drug and toil- 
etries fields, which for the most part are 
relatively small. 


® Table IV has been constructed in an ef- 
fort to examine more carefully the in- 
fluence of size on relative amounts spent 
for advertising. In that table, those in- 
dustries with enough returns in the study 
to warrant some detail in breakdown by 
size of business have been included. Anal- 
ysis of this table seems to warrant a con- 
clusion that for some industries there is 
an inverse correlation between the per- 
cent-of-sales invested in advertising and 
the sales volume of the company. Note 
particularly such industries as industrial 
materials and supplies, the miscellaneous 
group of industries, building materials, 
and auto accessories. 

For other industries such a pattern is 
non-existent or reversed. Major home ap- 
pliances, for example, show a tendency for 
larger companies to spend a greater per- 
cent-of-sales in advertising than is true 
of smaller companies. It may be that some 
of the smaller companies manufacture for 
other companies rather than under their 
own label, although this is simply 
conjecture. 

The point is that no clear-cut rule 
seems to exist which relates size of com- 
pany to advertising practice. The nature 
of the product or service sold and the 
manner in which it is sold are likely to 
govern the extent of advertising. But even 
here wide variations between companies 
in the same field are the general rule, 
rather than the exception. 


No. 
oe Distribution 
aes Gupte oe By %-of-Sales Invervals 
1.00% 1.01- | 2.51-/ 5.014% 
or Less/| 2.50% | 5.00%} & Over 
Total Sample 2325 2.50 25.8% | 26.2% 23.8%) 24.2% 
Insurance 45 0.40 82.4 4.4 4.4 8.8 
Airplanes 20 0.73 65.0 25.0 5.0 5.0 
Apparel Fabrics ll 0.75 63.6 36.4 0.0 0.0 
Communications, Public Utili- 

ties, Banking, Financial 29 0.78 58.7 31.1 3.4 6.8 
Gasoline & Oil 17 1.00 52.9 35.3 5.9 5.9 
Gen. Transportation-Agriculture 20 1.17 30.0 55.0 | 10.0 5.0 
Industrial Materials, Services 

Supplies 243 1.27 43.7 35.8 | 15.6 4.9 
R.R.s,Steamships, Buses, : 

Airlines 29 1.32 44.8 24.2 | 20.6 | 10.4 
Fresh Meat, Fish, Poultry, 

Dairy Products 29 1.50 38.0 27.6 | 17.2 17.2 
Tractors 7 1,50 28.6 42.8 | 28.6 0.0 
Tires & Tubes 6 1.66 16.6 50.0 | 33.4 0.0 
Feeds & Supplements 32 1.73 28.1 37.5 12.5 21.9 
Men's Suits, Overcoats, 

Jackets & Slacks 19 1.76 15.8 57.9 | 26.3 0.0 
Passenger Cars, Vehicles 10 1.83 40.0 20.0 | 20.0 | 20.0 
Trucks & Vehicles 13 1.90 30.8 61.6 7.6 0.0 
Frozen Foods 21 1.98 33.3 33.3 | 23.8 9.6 
Women's Hats, Gloves 

Accessories, Handbags 8 2.00 16.6 50.0 0.0 | 33.4 
Floor Coverings 1s 2.00 5.5 55.0 | 16.6 | 22.9 
Women's Ready-to-Wear 44 2.00 20.5 43.2 | 26.4 9.9 
Hosiery 7 2.00 28.6 28.6 | 42.8 0.0 
Men's Furnishings 24 2.00 12.5 54.2 | 20.8 | 12.5 
Miscellaneous & Undesignated 188 2.00 30.9 29.6 | 24.3 15.2 
General Foods & Beverages 14 2.00 21.4 35.8 21.4 21.4 
General Apparel 13 2.00 23.0 30.8 | 30.8 | 15.4 
Children's Apparel 12 2.00 33.3 41.6 16.7 8.4 
Building Materials 93 2.01 30.1 34.4 | 25.8 9.7 
Office Equipment, Stationery 

Writing Supplies 58 2.02 34.5 25.9 | 22.3 | 17.3 
Furniture 45 2.09 17.8 4.0 37.8 4.4 
Equipment, Fixtures & Systems, 

Plumbing & Heating 134 2.09 20.1 38.1 32.1 9.7 
Cigars 5 2.10 40.0 20.0 | 20.0 | 20.0 
Optical Goods 8 2.15 37.5 25.0 0.0 | 37.5 
Farm Machinery & Equipment 61 2.20 27.9 34.4 | 26.2 11.5 
Livestock & Poultry 5 2.36 0.0 80.0 20.0 0.0 
Shoes, Men's & Women's 52 2.45 11.5 42.4 | 34.6 | 11.5 
Draperies, Upholstery, 

Bedding & Linens 19 2.48 26.3 31.6 | 36.9 5.2 
Auto Accessories 47 2.73 27.7 21.2 | 23.4 | 27.7 
Food Ingredients (including 

baking powder, flour, 

seasoning) 33 2.90 21.2 27.2 | 12.1 39.5 
Bakery Goods & Misc. 33 3.00 15.2 33.3 | 33.3 | 18.2 
General Home & Building 19 3.00 26.3 21.1 36.9 15.7 
Publishing & Media $3 3.00 26.4 15.1 28.3 30.2 
Multi-line Retai) Stores 9 3.15 0.0 11.1 88.9 0.0 
Cooking Utensils & Kitchen 

Accessories 25 3.18 8.0 28.0 | 32.0 32.0 
Misc. Agricultural-Fertilizers, ® 

Insecticides, Remedies 28 3.47 32.1 10.7 21.4 35.8 
Sporting Goods & Toys 80 3.62 13.8 21.2 37.5 27.5 
Gardening Supplies & Equip. 44 3.89 15.9 11.4 | 31.8 | 40.9 
Fresh Fruits & Vegetables 5 3.89 20.0 20.0 | 40.0 | 20.0 
Canned & Packaged Food. 

Products 80 3.95 18.8 12.5 | 35.0 | 33.7 
Hats, Men's or Women's 4 4.00 25.0 0.0 50.0 25.0 
Luggage & Leather Goods 5 4.00 0.0 0.0 | 60.0 | 40.0 
Food’ Beverages, Coffee, Tea, 

Cocoa, Etc. 20 4,02 15.0 20.0 | 25.0 | 40.0 
Hotels & Resorts, Travel 

Services, Etc. 11 4.18 18.1 9.1 36.4 36.4 
Major Appliances 50 4.18 12.0 14.0 46.0 28.0 
China, Glass, Silverware 21 4n 14.3 14.3 | 38.1 33.3 
Paint, Varnish, Wallpaper 45 4.31 8.9 8.9 55.6 26.6 
Cameras & Supplies 16 4.62 25.0 6.2 25.0 | 43.8 
Women's Underwear, Corsets, 

Brassieres, Etc. 20 4.73 15.0 20.0 20.0 45.0 
Beer, Wine & Liquor 44 4.85 22.7 13.7 18.2 | 45.4 
Medical Equipment, Appliances, 

Supplies 21 5.00 14.3 4.8 | 33.3 | 47.6 
Small Household Appliances 22 5.12 4.5 18.2 | 27.3 | 50.0 
Cigarets 1 5.30 0.0 °o. 0.0 /100.0 
Smoking Accessories & 

Materials 7 5.97 28.6 14.3 0.0 | 57.1 
Entertainment & Amusement 7 6.00 28.6 14.3 0.0 | 57.1 
Soaps, Detergents, Cleansers, 

Polishers 33 6.55 18.2 12.1 9.1 60.6 
General Drugs & Toiletries 11 6.71 0.0 27.3 | 18.2 54.5 
Insecticides a 7.35 25.0 0.0 | 12.5 | 62.5 
Jewelry, Watches 18 7.50 5.5 5.5 | 22.3 | 66.7 
Schools, Colleges & Camps il 9.45 0.0 0.0 0.0 |100.0 
Personal Hygiene & Health 

Supplies 32 14,20 6.3 6.3 | 15.6 | 71.8 
Medicines & Proprietary 

Remedies 78 15.65 3.8 7.7 3.8 | 84.7 
Cosmetics & Beauty Aids 27 16.47 7.5 0.0 | 11.1 81.4 


a 


>< en er ee eee 


— 


wm gdh pape, 


ee eee 


an 


ay” RES i 
ASI se 
ee ae 

erat oa 
ie: gre 
ee U. 

. OY ae ‘ 

eS PY 
% ate F 
1 - CENT SALES INVESTED ADVERT 
/ ae j 
bo 
Bee ¢ u BUSINESS 
is ta by 
Be ae 

=e 
cat “ | 
| y 

PER 

ee Py 

or ) 

oe aS 

ba? r , 

Ps a mh» 
: BY KIND OF be 
o ei 2 

ae 
fae et 
Sele 
2 a ' 

bam a le 
a. 
ae 
e ee 

a phy) < 
b eae eH 

= aN 

Mae} 

me: 

Oa Sg 

mh ay ee 
ee “i “at 
Base: ah 
pats. 
es: 
ee aS 

no aaa 
nwiene + 
ae: - 
force 

oes 

285 es 
pt — = | 
Re er 
‘- bata. | 
nt 
ma 

Beat f 
ee 

HS 

mt ee 

aks 
pa | 
moons 

Balt § = 
Tha ‘ 
eet | 

fore: 
sees: | 

(aes 
Fans 
Tee 
Care . 
ees 
be 
tee 
pak | 
ae 
eid 
ae : 

i a aL j 
Test | 
Piet, 
pie | 
aa 
Ran. 
ie: i 
Re gs 
<a pe 
: en aeh 
“aes 
=g 
ae ees 
ee a 
pi gee 
a a 
ti 
oo 

4a) * 
ee ae 
| an 
| eee 

et: i 

‘re a 
aa 
fi i 
Begs 
a: 
= ; : 

Shine 
Fine, 

NAA 
ied 
ra 
Pia 
aes 5 EE Eh ea 
Bier a 
uss 
ex 
ee 
Bane 
Seay 
‘e ra 
4 
fie. 
2 
op ee 
fe 
pee 
ate 
2 
ehh 
eee 
Ae 
ot ie 
se ite 
oh ae 
\ pe 
ts eps 
Rit TE es eh | 
i 
a eos af ee 
5 Be 
= ab OE 
posh, a - al — 
ae a : 
- : 


—— 


Semire: 


— oo 
3 a 


Advertising Age, January 30, 1956 


TIME ENOUGH AND PLENTY 


to plan and prepare the right kind of job for this only-one-of-its-kind oil marketers’ desk- 
top reference book. 

Don’t wait till the last minute and then make do with whatever's to hend. 

Start the wheels turning now so the Factbook can help keep sales rolling the rest 
of the year 


Advertising in NPN’s Factbook issue must meet the quick product information 
demands made of it the year around by oil & TBA marketing management men in major 
oil companies and among independent oil jobbers. It should supply informative, specific, 
complete catalog-type coverage of equipment for the storage, transportation and mer- 
chandising of petroleum products, as well as for tire, battery and automotive accessory 
product lines sold through oil marketing channels. 


National 
the 1956 Petroleum 


News FACTBOOK «- 


ADVERTISING CLOSING DATE including the WEB# Directory 


APRIL IGth and Buyers’ Guide 


330 W. 42 St., New York City 36... WILL BE PUBLISHED IN MID-MAY 


5u 
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NPN's Factbook is the 13th and only special 
issue of National Petroleum News and hos 
the same all-paid audited circulation as the 
monthly issues of the McGraw-Hill maga- 
zine of oil marketing . . . plus many extra 
single copy soles. 


BIG BLOW—At- 
tached to the toe- 
nails, which are 
being dried by a 
Lewyt cleaner, is 
Lynn Carter, who 
is out to compete 
in AA’s competi- 
tion for what the 
well undressed 
model of 1956 
will wear. 


Longacre 4-3000 


State of Washington | 
Boosts Ad Effort to 
Build Tourist Trade 


SEATTLE, Jan. 24—The heaviest 
tourist promotion yet undertaken 
by the Washington State Advertis- 
ing Commission will begin in 
February magazines, newspapers, 
radio, tv and outdoor. The cam- 
paign will run into September. 

Magazine advertising will ap- 
pear in 12 books. It will include 
four-color page insertions in Holi- 
day and National Geographic, plus 
smaller space b&w ads in other 
magazines, where copy will fea- 
ture a dominant illustration and | 
brief descriptive material. 

Bing Crosby, a native son of} 
Washington, will tour the state in 
one-minute tv film spots. Radio| 
and outdoor will be used exten- 
sively throughout the Southwest | 
and particularly in California dur- | 
ing summer months, when travel 
is at its peak. 

Newspaper copy will appear in 
60 dailies in 20 states and three 
Canadian provinces. 


® “We have tremendous competi- 
tion from other areas for the tour- 
ist dollar. We can only increase | 
our share by putting our advan-| 
tages before the customers,”| 
Charles Hunlock, commission 
chairman, said. The commission 
expects to draw 100,000 inquiries 
from the promotion. 

Cole & Weber, Seattle, is the 
agency. 


Durkee Foods Offers Steak 
Knives as Premium 

Durkee Famous Foods, Cleve- 
land, will promote its homogenized | 
margarine and other packaged 
items with an offer of four Quik- 
edge steak knives for 75¢ and a} 
Durkee product label. The cam-| 
paign will start with a half-page, | 
two-color ad in This Week Maga- 
zine Feb. 19. This will be followed 
with ads in Life Feb. 27, and This} 
Week on March 25. 

Local and regional support ie 
be provided in selected markets 
through the use of independent 
Sunday supplements, tv participa- 
tions and radio spots. The premium 
offer is displayed on Durkee mar- 
garine packages; point of sale 
material is available for tying in 
with the promotion. 


‘Tackle’ Tackles Market 

Tackle Industry, published by 
Fisherman Press Inc., New York, 
makes its debut with the January 
issue, just out. Thé new magazine 
is devoted to the interests of the 
fishing tackle and allied industries, 
and wili be distributed on a con- 
trolled basis to 20,000 dealers, job- 
bers, salesmen, manufacturers and 
importers, according to the pub- 
lisher. 


BOOMING BUSINESS BONANZA: 
« fallout place ZB wcwoate bibinel,., 


The Salt Lake Intermountain Market, with 1'4 million prosperous 
ton ol prospects, is one big unified market in which over $300,000,000 


in new building construction and industrial expansion was 
added last year to the fabulously growing wealth of 

the market. Oil refining is just one big business that 

is growing rapidly: two new refineries in recent 

years ...a $3 million ultraformer for high octane 

fuel nearing completion. Salt Lake’s refineries 

alone have an annual payroll in excess of 

$10 million. This entire market is served 


and sold by two great metropolitan 
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The Salt Lake Tribune 2) \2 DESERET NEWS wo 
(MORNING & SUNDAY) i ): Salt Lake Telegram (EVveninc) 


COLOR IN NEWSPAPER ADS ADD EXTRA SALES 


Represented Nationally by: MOLONEY, REGAN & SCHMITT, INC., Metropolitan Sunday Newspapers 
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Food Sales Set Record 


| tail prices in 1955 were reported to, Warner-Lambert, Emerson 


Retail food store sales last|be slightly lower than 1954, indi- Drug Plan Merger | 


month were $4 billion and sales| cating a tonnage gain even greater 


for 1955 were $43.7 billion, a 5% | than the 5% sales rise. 
increase over the previous year’s | 

record sales, according to the Cassel Advertising Moves 
Grocery Manufacturers of Amer-| 


sales approached $68 billion. Re-|fices at 1182 Broadway. 


Fort Wayne Business Shows 
10-Year Gain of 194.2% 


Federal Reserve Board figures for 1955 show Fort 
Wayne business up 194.2% over 1945—80% 
higher than the national gain. 


 $2,650,000,000 business in 1955 sets all time record. 
« 18.3% gain over 1954—812% above national average. 


Schedule Fort Wayne in '56 
FORT WAYNE NEWSPAPERS, INC., Agent 


The News Sentinel * THe JOURNAL-GAZETTE 


fForT WAYNE 


Warner-Lambert Pharmaceuti- 
cal Co., New York, and Emerson | 
Drug Co., Baltimore, maker of 
Bromo-Seltzer, have agreed in) 


. | Cassel Advertising, New York) principle to a merger of the two 
ica Inc., New York. Total food| agency, has moved to larger of- 


organizations. Warner-Lambert) 
now owns about 29% of Emerson 
voting stock. | 
The merger agreement contem-_ 
plates exchange of one share of 
Warner-Lambert stock for two 
shares of Emerson. The plan is ex- 
pected to be submitted to stock- 
holders for approval in March. 


Gilosa Names Altomari 

Joseph A. Gilosa, New York, 
producer of Pan-O-L ‘ner, new pa- 
per accessory for home baking, has 
named Michael Altomari, former- 
ly account executive with S. Duane 
Lyon Inc., New York, marketing 
director. The new product has 
| been successfully tested in urban | 
and rural markets, and plans are) 
now being made for area-by-area | 


ro 


DELTA EXPANDS—Delta Air Lines, with headquarters in Atlanta, will 
start service Feb. 1 between New York and Washington, and At- 
lanta, New Orleans, Dallas and Ft. Worth. A $100,000 campaign will 
promote the new service including this spread which will appear 
in the Jan. 30 issues of Time and American Aviation and the Feb. 


advertising, using newspapers, ra- 


Represented by Allen-Klapp Co.—New York—Chicago—Detroit—San Francisco e 
dio and tv. 


4 issue of the New Yorker. In addition, 2,000- and 1,000-line ads are 
scheduled to run in the cities 
getting the new service. Burke 

| Dowling Adams, Atlanta and 

New York, is the agency. 


Vaughan, Thain 
Forms Division for 
Small Accounts 


Cuicaco, Jan. 24—Vaughan, 
Thain & Spencer has set up a small 
accounts division designed to “take 
the nuisance out of serving small 
accounts.” 

The division will serve as a 
training ground for younger men 
in the agency and also will make 
it possible to service these accounts 
economically. The agency discov- 
ered when it applied cost account- 
ing methods to all its accounts that 
some of the smaller accounts were 
not paying their way. A monthly 
fee basis was developed and is now 
in force on a number of smaller 
accounts. Very few clients balked 
when the necessity for the fee was 
explained, Harry A. Vaughan, 
president of the agency, said. He 
said the younger men in the di- 
vision have also been stimulated 
to greater new business activities. 


s “While working on a number of 
small accounts and in intensive 
circulation among business men, 
the junior executive naturally 
turns up new business leads, and 
referrals,” he said. 

Richard McConnell has been 
made director of the new division. 
Mr. McConnell explained that the 
division was established when it 
was found that the problems and 
pace on the smaller accounts were 
different from those on a large 
account, making it difficult for 
one man to work on both. 


Consolidated Edison... 


of New York is the country’s largest electrical utility, with 
2,650,000 customers* at the year end of 1954... 7.3% of 
the US total. But the number of its customers in no way 
suggests the extent of its services to our largest American city. 


Size, often, is not a good index of value. As one instance, 
take SuccessFruL FARMING, with only 1,300,000 circulation— 
but going to 42%, of all farms earning $10,000 or more a year. 


Platt Joins Parker 

William R. Platt has joined 
Parker Advertising Co., Dayton, 
as an account executive. Mr. Platt 
formerly was advertising manager 
of the Askania Regulator Co., 
Chicago, and had previously been 
in the publicity department of the 
electronics division of Motorola, 
Chicago. 


These SF subscribers represent an $11 billion market... 
a big market because they are big producers—supply 53% of 
the corn harvested for grain, 57°%, of the hogs, 38%, of the 
cattle and calves, 44% of the eggs, and 44%, of the dairy 
products. They are also big earners, with an average cash 
income of around $10,000 for several years past. 


VALUABLE FRANCHISE FOR 
EXECUTIVE SALESMEN 


Well rated concern national in scope. Advertis- 
ing or intangible experience necessary. No in- & 
vestment or inventory. A business of your own @ 
with protected territory. Men must be of high 
caliber, educated, nice appearance, and experi- 
enced in calling on top management. Reference 
required. 95% renewal year after year. We have & 
testimonial letters from over 80% of our cus- 
tomers. This is a startling new idea, but old 
enough to be proven. This is prestige advertis- 
ing and Public Relations in its most palatable 
form. We are now setting up restricted territory 
Our plan of pay is much better than a draw 
If you can meet the requirements above and will © 


Because SuccessFuL Farminc for more than fifty years has 
helped them earn more, live better, no other medium can 
match its influence. No national advertiser can afford to 
overlook this magazine . . . to balance national schedules, to 
find high quality prospects! Ask any SF office. 


Source: Electrical Merchandising, January 1955 


MereEpiTH PusiisHinc Company, Des Moines... with 
offices in New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, San Francisco, and Los Angeles. 


RANDALL, Suite 143 
BUSINESS DIGEST & FORECAST 
1724 - 20th Street, N.W., Washington 
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in our 1956 Home Improvement Contest 


We've been in a state of siege before— 
because Better Homes & Gardens pro- 
motions always stir up interest. But 
nothing like this! Now we know our 
1956 Home Improvement Contest will 
be a tremendous success—the initial re- 
turn figures tell volumes. And the con- 
test has 11 monihs to go! 

If you’re merchandising-minded, the 
dealer figure alone should shout out loud. 


Announcements in one issue of Better Homes & Gardens have drawn 


20,964 


CONTEST ENTRIES 


(as of January 20, 1956) 


It means that alert dealers hurry to get 
in early on BH&G events! 

If you’re an advertiser, both figures 
should stir you to action. Why shouldn’t 
you, too, capitalize on the intense inter- 
est of 4,250,000 reader-families in this 
contest, and on the enthusiastic support 
of your dealers who serve them? 

Write us, on your letterhead, for tie-in 
advice and contest details. 


Better Homes & Gardens 


Meredith Publishing Company + 1716 Locust Street + Des Moines 3, lowa 
America's No. 1 home magazine—4,250,000 reader-families ... your best customers. 


3,827 


DEALER TIE-INS 


HIGH 
HURDLE! 


To enter BH&G’s con- 

test, the homeowner 

must have already 

made up his mind to a sizable expenditure 
for home improvement in 1956. Pretty high 
hurdle—as against box-tops or wrappers— 
but apparently no bar to 20,964 entrants so — 
far! And a good gauge of reader interest in 
BH&G! Will you get your share of the busi- 
ness the contest has already set in motion? 
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They re 
f9¢¢-moving 
markers... 


To keep up with an ever-changing industry, decision men 
in both the car dealerships and factories need news — 
fresh and authoritative news. 


AUTOMOTIVE NEWS gives it to them every Monday 
morning. It's what they want. 


That's why: 
1. Circulaticn’s at an all-time high — 43,398; Over 


1,900 increase in one year. 


2. Subscription price — $8 — with no give-aways... 
highest in the industry. 


3. Subscription renewal rate: 85.4% .. highest in the 
industry. 


oe newer ae todo 
2 Oncaea ~- 2° Oe 
| awa eet | 
ee THE WEEKLY NEWSPAPER OF AMERICA’S NO. 1 INDUSTRY 
. 
A 


eae ya or 


PENOBSCOT BUILDING DETROIT 26, MICHIGAN 


% NEW. YORK: Edward Kruspak, Advertising Mgr.; Ray Billingham, Howard £. Bradley, 51 €. 42nd St., Murray Hill 7-6871 
oes DETROIT: R.L. Webber, Mich. Mer. Wm. Maas, Roy Holihan, 2666 Penobscot Bide . Woodward 3-0495 
HE “CHICAGO: J. Goldstein, Western Mgr: William H. Gallagher, 360 N. Michigan Ave. State 2.6273 

LOS ANGELES: RH. Deibler, 2506 West Eighth Street, Dumkirk 3-0303 


|USE COLGATE’S, 


Advertising Age, January 30, 1956 


HOW TO SEPARATE THE MEN FROM THE BOYS... by ArtAllou. 


| PARDNER—Colgate 
| shaving lather is 


| _SONNY'S: A *TENDERFOOT” FROM THE FACE DOWN = | 


|putting all its 
whiskers in one 
| basket with this 
| cartoon cam- 
paign. Cartoons 
will run about 
| every other week 
in 150 Sunday 
newspaper sports 
sections across 
the country. No 
other lather ad- 
vertising is 
planned for ’56. 
Bryan Houston 
Inc., New York, 
is the agency. 


| 


GROWN-UP MEN AGREE ON COLGATE’S LATHER. Your face just wallows in pleasure! 
What's more, you save two bucks out of every three! Colgate’s Lather costs only 14 as 
See: - 4 as much as Brushless. Lasso that big, BIG Colgate’s tube 

and treat yourself to « comforting Hot Lather Shave, pardner. You'll be glad you did. 


New SEC Rules Hold 
Rivals Responsible 
for Proxy Propaganda 


WasHINGTON, Jan. 24-—-New 
rules, which become effective Jan. 
30, hold opposing forces in proxy 
fights responsible to the Securities 
& Exchange Commission for all 
statements made through the press 
or on the air. 

While the final version of the 
proxy rules adopted by SEC today 
eliminate an earlier proposal re- 
quiring advance clearance with the 
commission, SEC Chairman J. Sin- 
clair Armstrong emphasized that 
SEC will continue to give advance 
opinions to individuals who want 
to be sure that their press state- 
ments comply with its rules 
against false and misleading state- 
ments. 

The tighter proxy rules were 
inspired by bitter fights over such 
corporations as the New York Cen- 
tral, Montgomery Ward and the 
New Haven Railroad. 

Mr. Armstrong said SEC is re- 
quired to help stockholders obtain 
information which will enable 
them to exercise their voting rights 
intelligently. In recent proxy 
fights, he said, opposing factions 
have been vying for votes with 
statements and charges which 
“sometimes appear designed to 
confuse rather than enlighten.” 


= The rules adopted today are the 
modified version of a draft circu- 
lated in August. Hearings were 
held in November. 

The new rules also specify that 
portions of annual reports which 
attack or comment on opposition 
solicitations will be subject to 
proxy fight rules, and that ads re- 
producing letters or other previ- 
ously published material which 
might infuence votes must be sub- 
mitted to SEC in advance. 


Gischel Joins Stanley 

Clyde S. Gischel has been 
named to the new post of director 
of marketing of Stanley Works, 
New Britain, Conn. He was former- 
ly general manager of consumer 
products of Westinghouse Electric 
Supply Co. and before that spent 
17 years with Firestone Tire & 
Rubber Co., advancing from sales- 
man to regional sales manager for 
the western division. 


Joe Weston Joins KFWB 

Joe Weston has joined KFWB, 
Los Angeles, as director of pub- 
licity, advertising and promotion, 
a new post. He was formerly ex- 
ploitation manager of the ABC-TV 
western division. Before that he 
was with Carson, Roberts Inc., Los 
Angeles agency. 


AC Spark Boosts Oldfield 
Willis J. (Speed) Oldfield has 

been appointed to the new position 

of sales promotion manager of AC 


tors Corp., Flint, Mich. Mr. Old- 
field has been with AC’s public 
relations department since 1942. 


Spark Plug division, General Mo-| 


More Liquor Sold, 
But Per Capita Use 
Drops, Says Resnik 


New York, Jan. 24—Liquor 
consumption in 1956 will be 
210,000,000 gals., Tubie Resnik, 
exec vp of Calvert Distillers 
Co., predicted yesterday. 

Speaking at a_ three-day, 
management planning meeting 
of Calvert sales managers, Mr. 
Resnik said that 1955 consump- 
tion was about 200,000,000 
gals., an increase over °54 of 
about 10,000,000 gals. Only 1446 
exceeded 55 gallonage. In that 
year consumption totaled 230,- 
000,000 gals. 

Explaining why he expected 
a 210,000,000-gal. year in 1956, 
Mr. Resnik said: 

“In 1955, per capita con- 
sumption was 1.22 gals., which 
is abnormally low, having been 
exceeded in eight of the pre- 
ceding 13 years—1942 through 
1954. The 1955 per capita rate 
was 0.4% below the average 
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rate of 1.27 gals. per capit. in 7 
these 13 years. [Figures are in 
wine gallons.] 


“Therefore, the near-record 
Sales total for 1955 is far from 
a record when viewed from the 
standpoint of past per capita 
consumption, income and ex- 
penditure trends,” he said. 


® Pointing out that despite 
the fact fhat 1955 was a year of 
record high consumer income, 
estimated at $268 billion aftor 
taxes, or 128% more than 
1942,” Mr. Resnik ° 

“per capita consunyp. J? uo 
spirits in 1955 was 14% below 
1942 levels.” 

Two-thirds of U. S. liquor 
consumption, he said, “is by 
persons in the middle and 
lower income groups, and it is 
in these income categories 
where income and share in to- 
tal income have been expand- 
ing most rapidly since 1947.” 

In a discussion of the sales 
influence of decanters and 
other gift packaging, Walter 
F. Terry, Calvert vp, said tha. 
the company’s first venture 
into decanter packaging for 
Lord Calvert and Calvert Re- 
serve last Christmas had been 
markedly successful. The com- 
pany, Mr. Terry said, has de- 
cided to market the Lord Cal- 
vert decanter as a year-round 
gift package for its luxury 
blend. 

The increasing number of 
women purchasers who buy the 
family liquor with the family 
groceries, Mr. Terry said, em- 
phasizes the importance of 
smart, attractive packaging. 


Tato-Mix to Collins & Hart 

Dalsey Co., Chicago, producer 
of Tato-Mix pancake mix, has 
appointed Collins & Hart Ad- 
vertising, Chicago, to handle its 
advertising. Barzen Advertising 
Agency formerly had the ac- 
count. 
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Six basic garden projects 
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TO ALL ADVERTISERS OF QUALITY HOME PRODUCTS... 


In'6- your sales 

can grow greater 
with a 

greater House & Garden 


e 1955—A RECORD-BREAKING YEAR! 


e Advertising revenue —all time high 


ne ne sae 


oe 


— 


e Circulation—all time high 


, 


- 


(last six mos. ’55—averaged over 535,000* ) 


—and still going UP in ’56— 
February 1956 advertising pages 
UP 21% over February ’55. 


House «Garden 


A Condé Nast Publication, 


America’s BUY WORD for the BEST in quality home products 


420 Lexington Avenue, New York 17, N. Y. 


Boston —Chicago—Los Angeles *Pub. Estimate 
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Advertising Age, January 30, 1956 


Department Store Sales . . 


WASHINGTON, Jan. 26—Despite 
unseasonably bad weather in some 
parts of the country and record- 
breaking sales in the holiday 
season just past, U.S. department 
stores were able to rack up a 3% 
gain in sales in the week ending 
Jan. 21 over the similar week of 
1955, The Federal Reserve Board 
reports. 

For the four weeks ending Jan. 
21, sales were 1% ahead of the 
same four-week period of 1955. 
| 
® Five FRB districts showed sales 
losses for the week: Boston, 1%; 


Department Store 
Sales Barometer 


Change from 1955 


Week Ended & +3% 
Jan. 21, 1956 


4 Weeks Ended 
Jan. 21, 1956 | gti% 


Cleveland 3%; Richmond, 2%; St. 
Louis 3%, and Dallas 3%. Min- 
neapolis reported no change. The 
remaining districts showed gains 
as follows: New York, 9%; Phil- 
adelphia, 4%; Atlanta, 8%; Chi- 
cago, 3%; Kansas City, 4%, and 
San Francisco, 3%. 

A detailed breakdown of sales 
in the districts for the week of Jan. 
21 are not available yet. Here are 
the figures for all the districts for 
the first two weeks of January. 


Memphis... 
Minneapolis District 
Cities 


3% Gain Shown Despite Bad Weather 2 = 


Kansas City District 
rE Ea + 4) Metropolitan Areas 


Milwaukee .......... +6 TROTUGE ceeccssecizscrseeseenee 
St. Louis District .................... r— 9 +1 Topeka ...... - eee 
Metropolitan Areas Wichita .... 

Re SS siessbectienecientccnetnts —12 +13 St. Joseph ..... 


—7 +14 Albuquerque ............ 


Louisville “ 
—10 +11 Oklahoma City ..... ........ 


St. Louis ...... 


+7 Tulsa —21 +2 Westside Los Angeles... —i7 
+10 = City SACTAMENO o.ecccccsecceceeereee. —Hl 
a | —1 a —9 
+12) patas Distri —12 +9 San Francisco-Oakland . —17 
+ 7)| Metropolitan Areas San Francisco City ..... —16 
fe o> a —Mm +6 Oakland CIty wn 18 
+4 es 
| +12 a ey wee =D 
+14) +14 Salt Lake City ......... nes” ae 
HT) Sam AMBOMbo onnceccsecccsssseceree —20 412) Seattle . - —19 
+ 3 San Francisco District ........ —5 +2) Spokane ... revvonssnnene mm J 
+13 Metropolitan Areas Tacoma ... «» @ 
oe) ee) ee —16 — 2 r—Revised. 
+11) Downtown Los Angeles —23 — 4)|**—Data not available. 


% Change from "55 


Week Ending 
Federal Reserve Jan. Jan. 
District, Area, and City 7 “4 
UNITED STATES .................. . — +85 
Boston District ........................ —19 —8) 
Metropolitan Areas 
Boston ..... —22 —10 
Downtown Boston ............ —20 —11) 
Suburban Boston .......... . —38 — 8 
Cambridge ............. <a +15 
UD snnisisin ee —14 —15 
0 TN ee toe Se —17 —15 | 
ae ere —4 —14| 
Cities 
Springfield ..... —4 +10 
Providence ..... —12 —10 
New York Distr . —l4 +6 
Metropolitan Areas 
Buffalo .. _ —15 —5 
New York-N. 
SII netted diicaindihigtianil . —15 +8 
Newark .... —ill +10 
New York —i7 +5 
Rochester .. . T+ 1 +4 
ee . rll +4 
Philadelphia District ............ r—13 +3 
Metropolitan Areas 
WHMINBtON ooooeeeeecrene r— 1 +13 
Trenton oe == 20 +39 
Lancaster +9 
Philadelp +1 
Reading 0 
ee r—13 —2 
Wilkes-Barre—Hazleton .. —1ll 0 
Cleveland District ................ —i1 +10 
Metropolitan Areas 
Lexington —8 
Akron +2 
Cinci i +9 
Cleveland +7 
b + 6 
Springfield +2 
Toledo +11 
rn +14 
Wheeling-Steubenville +1 
City 
ORR - cccsccsecrcccenenensonee —9 +19 
Richmond District ................ r— 9 0 
Metropolitan Areas 
EE r— 8 0 
Downtown Washington .. r—19 —8 
Baltimore —3 
Richmond +11 
Atlanta District ...................... r— 5 +8 
Metropolitan Areas 
pT ee —9 +10 
TACKSONVINE .........00.000:cececeeees —9 +9 
PO a ae r—10 +4 
BAND, exrecceercrercsrseccocetonciemene 5 
New Orleans ..........ccercneserreee —l1 +8 
een r421 0 
NasPville  ......-cecececcececesereenreneee —8 +7 
City 
TTR disererntetintnemntcoreetneniats +1 +4 
Chicago District .................« — 4 +3 


Metropolitan Areas 


LET & GREAT NEWSPAPERS HELP 


YOU GET YOUR PRODUCT IN 
MORE SHOPPING CARTS 


Your textbook 
to 1956 sales 
Success... 


“att be 


om 


From these 8 
great newspapers 
across the country 


AKRON BEACON-JOURNAL 
DENVER POST 

HOUSTON POST 

LOS ANGELES HERALD-EXPRESS 
PORTLAND (OREGON) OREGONIAN 
TOLEDO BLADE 

WILMINGTON NEWS-JOURNAL 
YOUNGSTOWN VINDICATOR 


Plan 1956 Sales Campaigns with the help of 


TOP TEN BRANDS 


ge 


TEN TOP BRANDS ACROSS THE NATION 
is a combined, comparative report on product buying 
surveys made in eight major markets across the nation. 
The national survey shows the per cent of households 
buying 80 separate products, during the past 12 months, 
in each of these markets — with the TOP TEN BRANDS 
in each product category. 
Results were obtained by personal interviews in homes 
drawn by probability sampling methods, under the 
supervision of Dan E. Clark II & Associates organization. 


TOP TEN BRANDS individual studies for each of the eight markets ore 
also available. Local studies show product usage and the TOP TEN 
BRANDS for 130 different products, related buying patterns, brand avail- 
ability in stores and extensive up-to-date population data, 

Copies of these reports may be obtained from each sponsoring news- 
paper or any of these national newspaper representatives: Kelly-Smith 
Co., Moloney, Regan & Schmitt, Inc., or Story, Brooks & Finley, Inc. 


TOP 10 BRANDS 


THE DALLAS MORNING NEWS joins Top Ten in 1956! Watch for more great markets! 
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A UNIQUE TELEVISION 
OPPORTUNITY 


Would you like to get into 
Television ON YOUR OWN? 


We are a Television Producing Company 
with excellent background and prospects; 
a staff of ‘‘pros’’. . . and headquarters in 
New York. For expansion purposes, we are 
making an interest in our business available. 
Capital Required: $25,000—$50,000. 


Box 781 ADVERTISING AGE 


480 Lexington Ave., New York 17, N. Y. 


|\De Santis Adds Accounts, 
Personnel—and Moves 

V. James De Santis Co., Glen- 
dale, Cal., has appointed Jim 
Brent, until recently publicity di- 
rector of Byron H. Brown & Staff, 
an account supervisor, and Jan 
Root, air brush artist from Am- 
sterdam, Holland, to its art staff. 
The agency recently moved to 
larger quarters at 1400 E. Cali- 
fornia Ave. 

De Santis has been appointed to 
handle advertising for three new 
accounts. They are Pioneer Mfg. 
Co., Los Angeles, manufacturer of 
water heaters and furnaces; E. H. 
Canright Co. and Person & Covey, 
both Glendale manufacturers of 
pharmaceuticals. 


‘Gourmet’ Boosts Rates 
Effective with the April, 1956, 
issue, Gourmet will guarantee an 
average net paid circulation of 
100,000, an increase of 10% over 


jthe old guarantee. At the same 


‘increased an average of 11%. 


Advertising Age, January 30, 1956 


billings. 


New York 17, for a duplicate. 


Agency Billings Questionnaires 
in the Mail 
Questionnaires requesting 1955 billings information from ad- 


vertising agencies in the U.S. and Canada are now in the mail, 
for AA’s 12th annual exclusive compilation of advertising agency 


Last year billings information was presented on 277 agencies, 
from the very largest to some of the smallest. 

For inclusion in this important list, agencies must return their 
questionnaires promptly. A form has been sent to the head of 
every listed agency. If you have not received yours, write John 
Crichton, executive editor, ApverTistnc Ace, 480 Lexington Ave., 


Ogden Promotes Delgado 

C. B. Delgado, assistant publish- 
er since 1947 of Ogden Publishing 
Co., New York, has been appointed 
publisher, succeeding John T. Og- 


den. Mr. Ogden will remain as 
|partner with Katherine W. Ogden 
,and will continue actively in the 
|company’s operations. The compa- | 
iny publishes Glass Packer, Glass 
time advertising rates are being|Industry and Handbook of Glass 


Manufacture. 


The Boston Globe 


INS 2886318 


LINES IN 1955! 


GLOBE* HERALD* 
GAIN TRAVELER 
GAIN 


2,886,318 
LINES 


2,605,431 
LINES 


Source: Media Records: seven day linages 


RECORD* POST* 
ADVERTISER LOSS 
GAIN 


1,026,405 
LINES 


*Largest daily figures for each paper 


This year every major classification 
of Globe advertising — daily and 
Sunday — has shown a gain. 

Since 1946, the Boston Globe has 
increased its linage nearly 10 million 
lines or 51.7% — a greater gain than 
any other Boston newspaper. 

Furthermore, Globe circulation — 
daily and Sunday — is up in the City 
Zone, City and Retail Trading Zones 


Cresmer & Woodward, Inc. 
New York, San Francisco, Los Angeles 


Source: Media Records 


and in Total Net paid more than any 


other Boston newspaper. 


Add to this the readership report 
made this year by Publication Re- 
search Service which shows Globe 
national advertising 30% better read 


than the national average. 


You can make this outstanding 
performance serve you profitably 


in 1956! 


The Boston Globe 


MORNING . EVENING . SUNDAY 


Scolaro Meeker & Scott 
Chicago, Detroit 


ARB Offers New 
Area TV Coverage 
of 225 Markets 


WASHINGTON, Jan. 24—American 
Research Bureau announced last 
week that it has started work on a 


|new metropolitan area tv cover- 


age study, which will provide au- 
dience information on 225 markets. 

This one-shot survey is an ex- 
panded version of the “A-to-Z” 
(Abilene to Zanesville) report 
covering 140 small and medium 
markets, which ARB released early 
in 1955. The new report is to be 
released Feb. 20. 

The report will give for each 
market: 

1. Percentage of homes having 
tv (including uhf saturation). 

2. Stations covering the area, 
with percentage of homes able to 
receive and frequency of viewing. 

3. Stations viewed most, with 
first and second preferences, for 
daytime and evening. 

ARB said 500 or more separate 
telephone interviews, determined 
by systematic directory sampling, 
will be conducted in each market, 
with a total of 113,000 completed 
contacts in the 225 markets. 


® ARB Director James Seiler said 
the study was planned in conjunc- 
tion with agencies, advertisers and 
networks to provide data about 
areas which present the most vex- 
ing problems in reception and cov- 
erage analysis. 

With data on 100 other markets 
regularly published by ARB, the 
new study assures coverage infor- 
mation for areas containing 90.3% 
of the nation’s tv homes, he said. 


Malen Elected President 

Gordon Malen, advertising di- 
rector of the First National Bank 
of Minneapolis and of the First 
Service Corp., has been elected 
president of the Advertising Club 
of Minneapolis, filling the unex- 
pired term of Tres Goetting, who 
died of a heart attack on Jan. 8 
(AA, Jan. 16). Mr. Malen, who had 
been secretary-treasurer of the 
club, was succeeded in that post by 
James F. Hannasch, advertising 
assistant at the First National 
Bank. 


‘SEP’ Promotes Peek 

M. L. (George) Peek, formerly 
assistant advertising sales man- 
ager, has been promoted to adver- 
tising sales manager of the Pacific 
Coast region of The Saturday Eve- 
ning Post, with headquarters in 
San Francisco. Mr. Peek succeeds 
Claude Beatty, who retired after 
24 years with the publication (AA, 
Jan. 23). 


THE SIMPLE TRUTH 
ABOUT INCOME TAXES 


is that there is no such thing as 
saving money on taxes or avoiding 
tax troubles unless your return is 
Prepared properly. 

Inquiries Solicited. 


HARRY FRANK 


Specialized Tax Service 
170 Broadway, New York, REcter 2-5940 
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““we send Ad Age 


to every 


executive’s home’”’ 


Says 
David J. Mahoney 
President 


David J. Mahoney, Inc. 


“It is not possible to be an alert, well- 
informed member of the advertising 
community without reading every issue of 
Advertising Age. It has been our policy 
since the agency began to send Advertising 
Age—at the agency’s expense—to every 
executive at his home. 


“There is no limit to the range of inform- 
ation available to the careful reader of this 
newspaper. Advertising Age is the bible of 
our business, and that’s why we make sure 
that our key people read it thoroughly.” 


impottaut te impottiuit people 


David J. Mahoney 


Apparently if the day arrives when David Mahoney slows 
down to normal progress in most anything he does, it 
will be unusual. A native New Yorker, Mr. Mahoney 
won an athletic scholarship to the University of Penn- 
sylvania while attending Cathedral High School. Drafted 
by the army at 18, he was promoted from private to cap- 
tain by the time he was 22. Returning to civilian life, he 
took a $25 per week mailroom job at Ruthrauff & Ryan. 
Four years later—when he was 28—Mr. Mahoney was 
a vice president in the $25,000 bracket at the firm. During 
this period he commuted nightly from New York to Phil- 
adelphia to graduate from the Wharton School of Busi- 
ness, University of Pennsylvania. Later he earned his 
master’s degree at Columbia university. 


Restless to build his own organization, Mahoney resigned 
his 18-month old vice-presidency to start David J. 
Mahoney, Inc. Within the first year he had increased 
his accounts from one to seven, with a total billing run- 
ning to $1,200,000. Among his 11 current accounts are 
such names as Good Humor Corp., Contintental Screw 
Co., Noxzema Chemical Co., White Rock Corp., Garrett 
& Co., Inc. and Warner-Lambert Pharmaceutical Co., Inc. 
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William 


SIX BEARDS—The six Beard brothers made their first 
public appearance together at a luncheon in Phila- 


delphia sponsored by the Eastern Industrial Adver- Jr., president, 


tisers. The luncheon honored David F. Beard, director 
of advertising, Reynolds Metals Co. and chair- 
man of the National Industrial Advertisers Assn. 


The brothers shown are Milton C., vp of Private Page 68.) 


Brands Inc., Patterson, N.J.; Donald S., partner, 
Beard & Craft Insurance, Philadelphia; William K. 


David 


| 
Associated Business Publications, 


New York; John, western manager, Architectural | 
Forum, Cleveland; and Robert F., regional vp, Mc-| 
Graw-Hill Publishing Co., Philadelphia. (Story on 


Paul Smallea Moves Office 

Paul Smallen Advertising has 
moved to larger quarters at 56 W. 
45th St.. New York. . 


New 3-D Cork Letters 
MAKE SIGNS EASY 


Anyone can make beautiful signs and dis- 
plays. easily, quickly with GRAFOREZL 
ispiay letters from France. GRAFOREL 
letters are ready-gummed, need only to be 
moistened, will stick to any dry surface. 12 
beautiful faces, 16 sizes from 3/16” to 6”. 
Send today for FREE samples and catalog. 


GRACE LETTER CO., DEPT. A-1 
77 Fifth Ave., New York 3 WAtkins 4-0850 


Auto Dealers Say 
‘Overproduction’ 
Is Their Nemesis 


(Continued from Page 3) 
vogue before the Department of 
Justice intervened five years ago. 
But 7,766 opposed territorial ex- 
clusivity, generally arguing that 


Monthly. 


... is the Magazine that is read by 
155,000 Missouri Farm Families 


customers should have the right to | 
shop wherever they please. 

Among the hundreds of com- 
ments picked from reply forms and 
published by the committee were 
a large percentage from dealers—_ 
in all makes, in all parts of the) 
country—blaming the Ford-Gen- 
eral Motors leadership race for the | 
breakdown in automobile mer- 
chandising. 

Comments ranged from those 
who said the auto business was “in 
the gutter” to the New York Ford | 
dealer who said he was doing fine 
because he dealt in a cooperative 
spirit with the factory, customers | 
and employes, and geared himself | 
to volume production. As to terri- | 
torial security, this dealer con- 
tended, “Only a weak dealer who) 
wants a crutch looks for this tree | 
ride.” 


s A substantial percentage of the | 
dealers said bad advertising was 
hurting them, particularly ads of- | 
fering tremendous discounts and 
cheap financing. Generally they 
contended these ads are “false” 
and should be stopped. 

Dealer complaints covered the 
whole area of factory-dealer re- 
lationships and included several 
protesting against co-op advertis- 
ing arrangements. One, by a New 
York Buick dealer, argued, “The | 
dealer should not have to pay the 
factory a big profit on literature, 
sales aids, new-car display mate- 
rial, etc.” 


Katz Names Greenwald 

James L. Greenwald, formerly 
director of sales and advertising 
for Product Promotions and Mer- 
chandising, New York, has joined 
the radio sales staff of Katz Agen-| 
cy, New York, national advertis- 


ing representative. 


IN SUBURBAN NORTH JERSEY 
ONE NEWSPAPER REACHES MORE THAN 


62,000 HOMES 


IN BERGEN AND PASSAIC 


COUNTIES - WHERE RETAIL SALES HAVE 
INCREASED 52 PERCENT SINCE 1948 


THE HERALD-NEWS 


of PASSAIC-CLIFTON, N. J. 


New York General Advertising Office, 18 East 41st Street, New York 17—James J. Todd, Mgr. 
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Essential to more. 
and more readers 
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Advertising Pages and Linage in National Magazines 


Official Figures for December and Year 1955 as Compiled by Publishers Information Bureau 


Publications with an * report 


- Pages— — Lines- ‘ 

Dec. Dec. Year Year Dec. Dec. Year Year 

1955 1954 1955 1954 1955 1954 1955 1954 
Weeklies, Bi-Weeklies, Semi-Monthlies 
*Capper’s Weekly 8.1 59 1606 1951 8,134 5,930 160,632 194,983 
*Christian Advocate 19.0 17.4 2612 2398 7,859 7,198 108,156 99,260 
Iie Snie snzucans 111.4 123.4 «(1,053.2 (1,088.7 75,752 83,912 716,176 740,384 
_ a 111.3 92.9 965.2 904.5 47,748 39,854 414,071 388,030 
ei sig 16.0 114 248.0 2449 16,000 11,390 248,000 245,130 
reid es ae 317.3 291.2 4,398.0 4,196.7 215,764 198,016 2,990,640 2,853,756 
et 170.3 149.0 1,575.9 1,480.9 115,804 101,320 1,071,612 1,007,012 
SE. WE cecccccscecsecs 4774 4404 4,529.2 4,186.2 204,805 188,932 1,943,027 1,795,880 
SIE ccasenduiesseanin 219.7 194.7 29543 28195 92,274 81,774 1,240,806 1,184,118 
* i TE < : « neeul 9.5 9.2 1894 186.5 3,997 3,873 79, 78,339 
|The Reporter ............- 16.5 9.7 2010 1829 6,930 4,074 84,420 76,818 
tSaturday Evening Post 266.2 206.4 3,686.0 3,686.4 181,016 140,352 2,506,480 2,506,752 
}Saturday Review 618 635 8196 8199 25,956 26,670 344,232 344,316 
+*Sporting News 189 331 336.4 349.0 20,466 35,904 364,970 378,621 
#§Sports Illustrated 66.8 47.7 737.4 3188 28,657 20,463 316,345 136,765 
ttc ainteaeh -ae 241.6 212.7 3,302.1 3,268.2 101,472 89,334 1,386,882 1,372,644 
#t*TV Guide 30.5 -—— 304.6 —_ 5,547 53,309 
U. S News & World Report .. 254.1 213.9 3,020.8 2,760.5 106,722 89,838 1,268,736 1,159,410 

a ee re 2319.1 20748 27,7009 26,609.7 1,230,699 1,108,371 14,927,385 14,425,453 


tFour issues in December 1955; five issues in December 1954. §Started publication in August 1954. }Five issues in 
1955; four issues in December 1954. |||Three issues in December 1955; two issues in December 1954. Not 
included in totals. 


Women’s 
{Better Living ...........00. 20.7 27.1 346.0 4398 8,880 11,626 148,434 188,674" 
H#S§Bride’s Magazine —  — 40 870 —— 356,448 339,384 
tEverywoman’s ..........0006 246 335 445.1 490.2 10,553 14372 190,948 210,296 
tFamily Circle ............-- 38.8 55.7 773.7 830.1 16,645 23,895 331,917 356,113 
Good H i 97.7 983 1,426.0 1,382.2 41,913 42,171 611,754 592,964 
Ladies’ Home Journal ....... 99.4 87.5 1,209.5 1,077.3 67,592 59,500 822,460 732,564 
McCall’s Magazine .........- 65.4 593 887.6 789.3 44,472 40,324 603,568 536,724 
Parents’ Magazine ........... 579 626 7014 759.7 24,839 26,855 300,901 325,911 
RRND iiecinasceees 70.6 59.1 1,325.8 1,200.7 48,008 40,188 901,544 816,476 
*Western Family: 
Southwest Edition 169 232 344.7 342.7 7,229 9,972 147,874 147,037 
Z#Mountain Edition 143 218 3129 3183 6,125 9,338 134,221 
Y ; 336.7 344.3 7,236 10,304 144,436 147,713 
683 


150,946 135,122 
132,006 119,112 
604,384 560,864 
152,601 150,108 
232,733 209,304 
809,774 709,187 
118,453 107,148 
304 110,468 
49,322 
47,292 46,418 
119,948 102,231 
349 36,372 
49,953 45,898 
526,582 526,378 
201,600 194,334 
132,604 151,308 
695,908 644,801 
Total Group ........--+++ 1,281.8 1,150.4 13,407.9 12,2916 678,440 618,283 6,918,206 6,392,969 
‘Larger page size (688 lines) in December 1954. ‘Larger page size (628 lines) in December 1954. *One issue in 


Home 
American Wome .........0+- 46.3 35.4 842.7 782.3 29,267 22,373 532,586 494,414 
Better Homes & Gardens 107.4 97.6 1,574.0 1,488.6 67,877 61,683 994,768 940,795 
*Flower Grower .......+-+++ 26.0 260 602.3 6482 10,906 10,920 252,966 272,244 
House Beautiful ...........- 109.3 104.8 1,430.7 1,448.1 69,078 66,234 904,202 915,199 
Mouse & Garden .........0 80.4 74.0 10341 985.1 50,813 46,768 653,551 622,583 
BeOONE .. cdsiedbe abso see 32.7 29.7 537.0 5123 14028 12,741 230,373 219,777 
DEE bansntchopgehndente 46.6 50.7 9199 824.7 29,451 32,042 581,377 521,210 
Sunset Magazine ........--- 100.7 95.0 1,524.4 1,590.1 42,294 39,900 640,248 667,842 
Wht WRU. .5cccapress 549.4 ~513.2 6465.1 68,2794 313,714 292,661 4,790,071 4,654,004 
Fashion 
Ce Ee ey Peis aT 69.5 51.3 1,208.0 985.6 29,816 22,008 518,232 422,822 
oe RS nr eee 59.0 54.2 1,178.6 1,084.6 25,311 23,252 505,619 465,293 
Warper’s Bazaar ........--- 76.0 75.0 1,167.8 1,164.6 48,032 47,400 738,050 736,027 
Mademoiselle ........++0+- ‘ 57.1 54.0 1,227.2 1,093.7 24,496 23,166 526,469 469,197 
SERN WERE <1 conna goa ken . 1036 101.8 1,708.6 1,697.2 65,475 64,338 1,079,835 1,072,630 
Tiel Ms Sd, Ai... WS2 333 64902 6025.7 193,130 180,164 3,368,205 3,165,969 
Movie-Romance-Radio 
Dell Modern Group: 
Modern Romances ........ 239 253 3321 #3462 10,253 10854 142,471 148,520 
Modern Screen ........+-- 20.9 27.0 3198 346.0 8966 11,583 , 148,434 
Sereen Stories ........-. 154 197 2709 2848 6,607 8451 116,216 122,179 
Fawcett Women’s Group: 
Motion Picture & TV Magazine 171 169 2166 2192 7,336 7,250 92,921 94,037 
True Confessions ......... 18.7 229 £2612 «2719 8,022 9,824 112,055 116,645 
*Hillman Women’s Group . 18.0 48 1966 1726 7,729 6,360 84,343 74,057 
2.2 25.9 36.7 570 951 


irectly to ADVERTISING AGE 


— Li ‘ 


Dec. Dec. Year Year Dec. Dec. Year Year 
1955 1954 1955 1954 1955 1954 1955 1954 
Movie Stars Parade ....... 15.3 18.3 254.0 239.1 6,580 7,868 108,952 102,591 
Personal Romances ........ 15.2 17.0 224.8 198.9 6,505 7,295 95,428 85,330 
WO Gl BR, des cs cease 14.6 41 194.5 173.7 6,279 6,040 83,441 74,508 
HP°Serecmionsd 20... 00000. 13.3 — 55.6 —— 5,720 23,859 
ecrets Romance Group: 
Revealing Romances ....... 14.3 14.7 187.6 191.7 6,145 6,302 80,497 82,239 
SONS on sndenwunsbenen 14.9 15.5 193.9 214.7 6,399 6,639 83,194 92,106 
ue Story Women's Group: 
a... err eae 33.8 32.1 455.6 454.5 14,500 13,771 195,452 194,981 
TV-Radio Mirror ......... 21.1 15.7 292.5 280.9 9,052 6,735 125,483 120,506 
True Experience ......... 21.0 16.5 308.3 300.6 9,009 7,079 132,261 128,957 
True Love Story ........ 20.8 17.6 309.3 298.6 8,923 7,550 132,690 128,099 
True Romance ........... 21.1 16.2 308.2 296.2 9,052 6,950 132,218 127,070 
WO SEP comasnneesixdan 53.6 43.6 639.0 556.4 22,994 18,704 274,131 238,696 
Tete. Qi costae 391.4 385.7 5,470.3 5,321.5 167,983 165,481 2,346,787 2,282,953 


Not included in totals. {Published bi-monthly; figures shown are for November-December issue. Started publication as 

a bi-monthly in March 1955. 

NOTE: Figures for each publication in the Dell, Fawcett, Ideal and True Story groups inciude all advertising carried 
by the group as a whole PLUS additional advertising carried by each individual publication. 


Magazine Linage Trend. fisres in thousands 


WEEKLIES GENERAL 
1955 1955 
DEC. 1,231 ] DEC.| 678 | 
NOV./ 1,656 } NOV.| 707 } 
1954 1954 
DEC. DEC. 


WOMEN’S . BUSINESS FASHION 

1955 1955 1955 
DEC. pec.[ 193 | 
NOV.| 494 Nov.[ 316 

1954 1954 
DEC. 
Business 
tBusiness Week ..........-- 5,468.6 188,538 145,110 2,378,670 2,296,812 
{Dun’s Review & Modern Industry 993.9 34,742 24,990 528,836 417,438 
§*Financial World ......... 504.9 17,839 14,790 250,929 212,058 
PG scwxuiekosekn teeter 5219 21, 16,506 259,728 219,198 
NE: “5 <osnedshcnsbuecn 1,673.0 106,176 92,272 1,034,900 1,057,336 
Nation’s Business .......... 482.4 12,355 13,385 194,037 206,950 
Tetel Grow ............- 796.7 656.7 9827.7 9,644.7 381,532 307,053 4647100 4,409,792 


tFive issues in December 1955; four issues in December 1954. {Smaller page size (420 lines) in December 1954. §Four 


issues in December 1955; five issues in December 1954 


Youth 
American Girl .........-.0 163 Wl 273.7 2865 6,993 6,049 117,417 ~=:122,951 
Bete ee 265 25.8 3066 2831 18,020 17,544 208,488 192,576 
OU BOG insets chekane 8.0 8.5 37.8 36.0 3,443 3,648 16,221 15,458 
Scholastic Magazines ....... 32.0 258 3496 3342 13,440 10,836 146,832 140,364 
*Scholastic Roto .......... 38 5.4 45.5 39.4 3,362 4,701 39,780 35,069 
Total Group ..........006 86 796 10132 9792 45,258 @2,778 528,738 506.418 
Outdoor & Sports 
*American Rifleman ........ 59.4 735.1 7219 25,465 26,745 315,348 309,695 
Field & Stream ........... 57.3 57.1 835.6 7816 24,582 24,496 358,472 335,306 
*Fur-Fish-Game ............ 208 204 2426 2448 8,904 3,733 104,086 105,019 
Gules BI. .skvisssce<ves 539 52.0 8241 7766 $23,123 22,308 ## 353,539 333,161 
Sports Afield ............0+ 527 392 717.4 6475 22,608 16,817 307,765 277.778 
#t*Sportsman’s News ...... 6.0 34 1017 9.2 2,573 2,592 43,648 7,227 
Total Group ..........++ “2441 231.0 33548 31724 04682 99,099 1,439,210 1,360,959 
tlarger page size (784 lines) in December 1954, Started publication in October 1954. zNot included in totals. 
Mechanics & Science 
Mechanix IMustrated ........ 68.1 639 8117 7923 15,254 14314 181,821 177,475 
Popular Mechanics ......... 132.0 117.1 1,655.1 1,689.7 29,568 26,230 470,742 378,493 
*Popular Science .......... 120.5 105.9 1,565.9 1,5105 26,984 23,729 350,761 338,359 
tScience & Mechanics ........ 92.6 90.7 5614 547.9 20,742 20,317 125,754 122,730 
Total Group ......cccces “Wi32 3776 F5941 45404 92548 84,590 1.020.078 ‘L017,057 
{Published bi-monthly; figures shown are for November-December issue. ae 
Detective & Fiction 
Dell Men’s Group .......... 131 158 #1634 1621 5,620 6,778 70,099 584 
*Thrilling Fiction Group ...... 10.9 99 1005 102.3 2,434 2,222 22,517 22,920 
ees ee “0 @T 2639 24s 805s 5000 S2eic “92,504 
Farm 
§+Better Farming .......... — 583 5568 918.6 ——— 25,011 238,867 394,079 
Capper’s Farmer ..........- 38.7 32.7 658.1 613.7 16,602 14,028 282,325 263,277 
§iFarm Journal ........ «- 979 85.3 1,235.7 1,079.7 41,999 36594 530,115 463,191 
tFarm & Ranch—Southern 
Agriculturist ..... 2.0000 33.0 264 4642 4458 14157 11,326 199,142 191,248 
{Progressive Farmer ........ 67.4 71.0 1,096.3 1,985.2 45,832 280 745,484 747,703 
Successful Farming ......... 588 55.9 1,014.1 9818 26,460 25,155 456,345 441,810 
ee | ipl ours 2958 3296 5,025.2 51248 145,050 160,394 2452278 2.501.308 


{Formerly Country Gentleman. {See note at end of linage tabulation. §Effective September 1935 Better Farming and 
Farm Journal combined to form Farm Journal & Country Gentleman. 1955 Cumulative figures for Better Farming are for 
the period ending August 1955. 


Newspaper Sections (I) 
(Nationally distributed with Sunday newspapers) 
American Weekly ......... 314 352 637.6 535.5 26,690 29,920 541,960 455,175 
Family Weekly ............ 20.7 81 2770 1178 17,595 6885 235,450 100.130 
+ is Goeth ahead 471 31.0 7300 601.0 40,035 26,350 620,500 510,935 
This Week Magazine ........ 69.6 52.4 976.5 821.5 59,160 44,540 830,025 698,275 
Total Group .........0.005 1688 1267 Ze2il Zorss 143,480 “107695 2227955 764515 


DI aes nee I i ee | ee <n nr SS 
— * . ¢ - = * bis a Wr oe * ewe R We, Fae 
ae ; fi i 
; } ‘ 
t 
ee —_ 
Woman's Home Companion ane 45.8 44.6 632.7 626.4 31,144 30,328 430,236 425,952 ¥ 
“The Workbasket ........... 10.8 98 318.9 328.7 2,124 1,925 62,496 64,429 s 
Total Group ...........-- 589.6 606.6 9,095.1 8,986.9 320,988 320,847 4,845,439 4,705,934 aN, 
{See note at end of linage tabulation. §Published in January, April, July, and October. #Not included in totals. = 
General Re 
' *American Artist ........--- 25.3 25.7 276.0 293.9 10,630 10,809 115,929 123,453 2 
*American Forests ......---- 17.6 10.8 227.0 185.5 7,392 4,550 95,354 77,924 
American Legion ......-..«.++- 18.0 18.0 226.6 234.2 7,560 7,560 95,172 98,364 5 
American Magazine ......--- 13.8 16.9 246.7 267.2 5,796 7,098 103,614 112,224 Pi, 
BIG cccccccccccccccccees 17.3 13.0 224.0 234.1 7,422 5,577 96,096 100,429 ck 
Atlantig ....ccccssccecseees 448 38.7 340.8 315.1 18,816 16,254 143,136 132,342 
Christian Herald .......+++- 27.5 26.9 410.7 417.9 11,798 11,540 176,190 179,279 
Columbia ......- 00 eeeeeee 48 3.4 113.1 61.6 2,023 2,321 47,509 42,390 
, Covemet 2... ccc ccceccccces 39.9 29.0 337.7 297.0 7,262 5,278 61,461 54,054 “ 
i Cosmopolitan .........+056 13.9 14.3 241.1 276.2 5,963 6,135 103,432 118,490 | ; 
p *Eagle Magazine ........-+- 6.0 5.8 82.9 711 2,518 2,451 34,812 29,877 
3]. eee 73.8 77.6 768.4 683.8 50,184 52,768 522,512 464,984 
: Elks Magazine .........++++ 13.9 113 167.3 155.0 5,963 4,848 71,772 66,495 Bue 
; ee ee 176.7 160.2 891.3 735.4 120,156 108,936 606,084 500,072 ; 
SOBteEe cece ccc ccc ceccces 148 8.8 197.7 132.8 6,230 5,557 83,039 81,805 | . 
PExtenSion .. 2.66 e eee eee eeee 24.0 20.6 261.7 240.6 16,480 14,178 180,083 165,533 ~ 
Fortnight .......cneeeeee 36.8 31.0 351.7 262.8 15,456 13,037 147,713 110,396 
r ey 47.3 46.9 332.9 307.0 20,292 20,120 142,814 131,703 
; December 1955; two issues in December | . 7 shown are for fNovemper- | issue. 1; 
f SStarted accepting advertising in April 1955. “See note at end of linage tabulation. Not included in totals. ‘4 
‘ 4 
a. 
ee | 
BS 
| | Newspaper Sections (II) § 
oe | *Ideal Women’s Group: (All other newspaper sections and comics) ; 
- - Intimate Romances ......- 15.1 17.2 225.5 199.6 6,496 7,379 96,759 85,628 . 
De eee 15.3 18.4 254.0 239.2 6,566 7,896 108,956 102,619 First 3 Markets Group ...... 30.1 21.9 511.0 424.2 25,585 18,615 434,350 360,570 lg 
=e eee oa oo OORT ae: «5 ae Bee | ee I i I i . 


New York Mirror Magazine .. 
New York Times Magazine .. 


Comics Magazines 


tAmerican Comics Group .... 
tArchie Comic Group 
tHarvey Comics Group .... 
National Comics Group: 
(Total 2 Units) 
Red Unit 
Blue Unit 
Quality Comic Group: 
(Total 2 Units) ... 
Comics Unit ... 
Romance Unit .. 


136.1 
177.3 
All figures in the following groups were compiled by Advertising 


Foreign 


Life International : 
English Edition 
Spanish Edition 

Newsweek-European 

Newsweek-Pacific: 
Asian Edition 
Tokyo Edition 

Popular Mechanics: 


2.122.960 
3,012,422 


125,715 
174,232 


2,276.3 
Tiss 


2,497.6 
3473.0 


Age 


Total Group 


Canadian National Weekend Newspapers (Rotogravure Linage) 
49.6 


La Patrie 


tWeekend Picture Magazine os 
Total Group 


tFive issues in December 1955; four issues in December 1954. 


Canadian 


RSHRRES 


English Edition 

French Edition 
Revue Moderne 
Revue Populaire 
Samedi 
tSaturday Night 
Time-Canadian 

Total Group 


5 
tTwo issues in December 1955; four issues in December 1954. | 


50.9 48.6 
tPublished bi-monthly; figures shown are for November-December issue. Not included in totals. 


429.0 399.1 ~19,185 18,363 


(Provincial) 

(Swiss) 

(Germany) 
German (Swiss) 


792,160 
725,998 
907,634 
1,023,134 


3,448,926 


792.2 


3 


Southern Hemisphere 

Swedish 
Time-Atlantic 
Time-Latin American 
Time-Pacific 


~ 


SRESSEE BERESS 


RESY 


~ 


i 


Mecanica Popular (Spanish) 
Mecanique Populaire (French) 
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8 


| lawl 


pews Sra RSS. 
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Bere Re sr socr 
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606,325 6,819,425 


NOTE: All | sectional advertising of Better Living, Elks Magazine, Everywoman’s, Family Circle, Town Journal, Woman's Day, 
Farm Journal, Farm & Ranch—Southern Agriculturist and Progressive Farmer is reduced by application of a ratio figure to 
each advertisement; this ratio is the circulation of the particular edition carrying the advertisement to the total circulation 
of the magazine. For example, if a page advertisement appears in an edition representing 25% 
| the magazine, it is counted in the totals as .25 pages. 


of the total circulation of 


Commerce Dept. 
Exhibition Shows 
Trademark Benefits 


WASHINGTON, Jan. 24—Govern- 
ment and business officials are 
marking the 75th anniversary of 
the nation’s first trademark law 
with a month-long exhibition in 
the lobby of the Department of 
Commerce. 

Entitled “Trademarks and What 
They Mean to You,” the exhibit, 
created by the U.S. Trademark 
Assn., opened last week and will 
be on display through Feb. 10. 
During the same period, the De- 
partment of Commerce is sponsor- 
ing twice-daily showings of the 
Four A’s-ANA film “Challenge to 
America,” produced by the Amer- 
ican Assn. of Advertising Agencies 
and the Assn. of National Adver- 
tisers. 

Assistant Patent Commissioner 
Daphne Leeds, who opened the 
exhibit, reported that more than 
600,000 trademarks have been reg- 
istered since the first trademark 
law was passed in 1881. About 


CONSOLIDATED 


SEES ANYTHING YOU WANT 
TO KNOW in English language 
newspapers, as an advertise- 


ment or a news item . We 
read practically all the daily 
and over 6000 weekly news- 
papers. We've been doing it 
quickly. professionally and inex. 
pensively since 1886. 
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Williams 
CEREMONIAL TRADEMARK—Daphne Leeds, deputy commissioner of pat- 
ents, cuts the ribbon at the trademark exhibition in the Commerce 
Department lobby in Washington. Also participating in the open- 
ing of the show are Edgar S. Bayol, chairman, U. S. Trademark 
Assn., and Walter Williams, Under Secretary of Commerce. 


petition and giving the consumer 
a choice and (3) by making 
‘friends throughout the world by 
prominent individuals in the trade- | identifying products of U.S. firms. 
mark field, including former con-| Another panel illustrates what 
gressman Fritz Lanham, sponsor | ‘the trademark does for its owner 
of the Trademark Act of 1946. She heal for the consumer in identify- 
recalled that, as counsel for Coca- | ing the products, guaranteeing 
Cola, she had worked with Con-| |quality and rewarding the honest 
gressman Lanham for eight years, | seller. 

drafting and promoting the so- | 
called Lanham Act. 


300,000 of these are still active. | 
At the ceremony opening the) 
exhibit, Mrs. Leeds introduced 


® A third of the panel shows how 
an individual uses trademarked 
® After opening the exhibit, Mrs.| Products from the time he awakens 
Leeds invited the public to attend |in the morning until he relaxes at 
the public premiere of the Four the end of the day. 

A’s-ANA film. | Under Secretary of Commerce 
The trademark exhibit contains | Walter Williams, who also partic- 
eight panels tracing the story of|ipated in the ceremony, said, 
trademarks from their origin in | “Trademarks are the essence of 
ancient days to the present. In ad-| competition, because they make 
dition, the patent office is exhibit- | possible a choice between compet- 
ing the original applications and 
drawings of some of the most/er to distinguish one from an- 
famous trademarked products, to- | other.” 

gether with sample packages and 
publications utilizing the trade-| Opens Detroit Oftice 

marks. | American Aviation Publications, 
One of the panels emphasizes 
three contributions which trade- 
marks make to society: (1) By 
supporting the free press through 
advertising, (2) by supporting the the company’s Chicago office, will | 


Stephenson Bldg. on Feb. 


free economy by stimulating com-_ be regional advertising manager. 


itive articles by enabling the buy- | 


| 


PHILADELPHIA, Jan. 24—Eastern 
Industrial Advertisers came to its 
annual forecast meeting and heard 
five Business Week editors predict 
a “mighty good business year” for 
1956, paced by industry investment 
in capital improvements. 

Some 400 advertisers, agency 
executives and advertising man- 
agers heard Kenneth Kramer, 
Business Week managing editor, 
sum up the panel’s opinions by 
stating that it will be difficult to 
tell the difference between this 
year and last. 

The luncheon at the Drake Hotel 
was sponsored by EIA, the Amer- 
ican Marketing Assn., the National 
Assn. of Manufacturers, the Poor 
Richard Club and the Sales Man- 
agers Assn. of Philadelphia. 

The panelists generally painted 
a bright picture for 1956, but they 
admitted the existence of a few 
soft spots here and there. 

Predictions, however, were for 
a national employment peak of 65- 
66,000,000 jobs in °56, with a re- 
sultant increase in consumer pur- 
chasing power. 


® The gross national product of 
nearly $400 billion attained last 
year is expected to be topped in 
1956, the panel predicted, attain- 
ing a rate between $402 and $405 
billion in the first half and a 
slightly slower pace in the second. 

Industry was told not to expect 
any reduction in corporate taxes 
this year or any other year, even 
though “some time we may get a 
rate of 50% (as against 52%).” 

Even though consumer debt has 
risen, consumer repayments also 
have risen, the panelists said. Con- 
sumers will continue to spend at 
current levels or even better, they 
predicted. 

The biggest push in building up 
the gross national product, accord- 
ing to the panel, will come from 
capital expenditures of industry 
for new plant and equipment. 


® Guest of honor was David F. 
Beard, chairman of the National 
Industrial Advertisers Assn. and 


| Washington, will open a regional | 
advertising office in Detroit at 509 Metals Co., Louisville, Ky. Walter 
1.|P. Miller, president of the Phila- 
Brooks M. Robinson, previously in| delphia Chamber of Commerce, 


advertising director of Reynolds 


presented Mr. Beard with an il- 
luminated scroll for distinguished 


Industry's Capital Growth Outlays Foretell 
‘Good Business, Say ‘Business Week’ Editors 


service to industrial advertising. 
Walter W. Michener, head of his 


|}own agency and president of EIA, 


presented the guest of honor with 
an inscribed silver tray commend- 
ing his leadership in advertising. 


KRON-TV Provides Free Films 

KRON-TV, NBC affiliate in San 
Francisco, has started a library of 
films available for loan to educa- 
tional, religious, civic, govern- 
mental and other groups where the 
audience is not charged admission. 
The library will contain feature 
length movies considered to be of 
educational value, documentaries 
and kinescope recordings of 
KRON-TV’s public service pro- 
grams. The library now includes 
six titles, all 16mm sound. Others 
will be added as they become 
available. 


East Coast TV Bows 

Four men formerly associated 
with the tv commercials division 
of Screen Gems have set up their 
own film production company, 
East Coast Television, with offices 
at 157 E. 69th St., New York. Pro- 
ducer-director John Gilmour heads 
the new company, which will han- 
dle commercials, industrial films 
and sales training films. Other 
principals are William Huston and 
Ezra R. Baker, exec vps, and Ben 
Kranz, treasurer-production man- 
ager. 


Martin Joins ‘Philly News’ 

Paul Martin, formerly director 
of promotion of WIP, Philadel- 
phia, has joined the Philadelphia 
News as promotion manager, suc- 
ceeding Cleon Yohe, who has re- 
signed. 


BERNARD P. 
GALLAGHER 


Negotiator 
Purchases Consumer Magazines 
Sales Business Publications 
147 W. 42nd St., New York 36 
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| Crowell Joins Sawyer's Inc. | syndicate store © crations, have | Rose Becomes Ad Manager | 
Pers Crowel! has resigned as vp | been named prodi t managers in| Gregory Rose, formerly an bi] 
: |of Nelson, Carvel & Powell, Port- | the men’s produc division. Ed- count poll cor with Pacino 
|Jand, Ore., agency, to become cre-| ward Burger has | cn transferred|Sackheim & Co. has been ap- 
ative department director of Saw-|from Mennen’s C nadian opera- pointed advertising and sales ae 
a oa Portland, be mere of | tions to heey _— ‘ product man- motion manager of Roto-Broil 
iew-Master stereo products, anager, baby produc s division. ; RE, = rete eae 
agency account. He has been fund See ag Long Island ALLIED pesene, a pny totem 
| 


ceeded by Irwin Walsh as account | Dualite Opens NY. Office 
Mennen Names 3 to Ad Staff ati, maker of a vertising signs .) Gs R E STR a K E t 


| 
Dualite Product Inc., Cincin- 
Mennen Co. has named three|@nd clocks, has pened a New| Manufacturers of fishing tackle and related lines 


executive on the Sawyer account. | 


How Glidden grows new product managers to its| York office at 25 45th St. The can’t =; getting bigger —. from advertising 
with the horizons of chemistry ar Inew office and «splay will be in FTTN—the top specializ book covering 
; advertising department. Samuel | -_ 11,047 selected top tackle dealers and jobbers. 


Melcher Jr., formerly with Col-| managed by Stank H. Sager, who 
|gate-Palmolive Co., and William|has been with tl» company for 
|Brodbeck, previously handling | some time. 


tees 
be ted Clehihem Drartce sowrarch thee brnaght trie er are The Claditen Company 912 | 
ee ee ee a ee ee 


PROGRESS—This b&w ad is the first | 
of a new series designed to point | 
7 out Glidden Co.’s growth from a 
j paint company to a diversified | 


. 
j chemicals producer. The series also | R h g , 
| will include four-color ads. Mel-| Gac Ing new elg S see 
drum & Fewsmith, Cleveland, is | 
| the agency. 


].C. Penney Runs | of product Dr esentation we 


First National Ad 


ope seppehegtnay of reader response... 


; ney Co., owner of “1,672 family 
department stores in 48 states,” re- | 

} entered the ranks of the national ie e 

advertisers last week with a color 

my pte eye of advertising investment 

— its first national ad in more than 

30 years. 

Always a heavy user of newspa- 
pers and spot radio, Penney’s is 
now “feeling its way along” as a 
national advertiser. Just how many 
ads will follow is not yet deter- 
mined, but there will be “addition- 
al ads appearing in Life this spring, 
summer and fall,” a company 
spokesman told AA. 

Penney’s fashion fabric depart- 
ment was given top billing in this 
j first ad, which singled out Penney’s 
| “exclusive regulated cottons” and 

three advance printed patterns for 
| particular emphasis. One corner of 
i the ad outlined several reasons 

“why it pays to shop at Penney’s” 
Hy and a banner across the bottom of 
; the spread read: “Come to Pen- 
ney’s Anytime. .. Nothing Can Tell 
Our Story Like Our Merchandise.” 
This slogan pretty much consti- 
tutes the theme for the entire cam- 
paign, which is aimed at intensi- 
fying confidence in the Penney 
brands and attracting new custom- 
, ers. 


— 


N ESPANOL 


afirst and second in advertising linage 


among all U. S. overseas editions, 


® Subsequent ads will focus on 
fashion too, including both men’s 
and women’s ready-to-wear. Just 
how big the ads will run will de- 
pend entirely on the advertised 
item, the company said. “First we'll 
decide on the item and then we'll 
use the space necessary to promote 
it,” it was explained. 

Backing up the Life ads will be} 
window and department displays | 
plus local newspaper advertising| 
by the individual stores. 

Penney advertising on the local} 
level utilizes about 2,000 newspa- 
pers and 1,000 radio stations and 
is placed by the individual stores 
but is created by Penney’s New 

i York advertising service. 

1 Penney’s previous national fling 
was in the ’20s and was a short) 
flurry in Woman’s Home Com-| 
panion, The Saturday Evening 
Post, Ladies’ Home Journal and 
several farm publications. 

Penney’s national advertising is| 
placed by Ralph Allum Advertis-| 
ing, New York. 


Conover-Mast Moves Office 

Conover-Mast Publications has, 
moved its Los Angeles office to 
8913 W. Olympic Blvd., Beverly 
Hills, Cal. 
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Dealers, Better Business Bureaus 
Will War on Misleading Auto Ads 


(Continued from Page 3) 
gram and that the cooperation of 
local newspapers, radio and tv sta- 
tions is vital to its success. 

The approved advertising stand- 
ards cover 24 points and place 
“baiting” and “bushing” high on 
the list of bad practices. Instal- 
ment sales gimmicks are also op- 


posed. 


® Under “bait” advertising and 
selling, the standards stipulate: 

“Bait advertising and selling 
practices shall not be used. 

“Cars advertised for sale shall 
be in the possession of the adver- 
tiser at the address given. They 
shall be willingly shown, demon- 
strated and sold at the advertised 
price and terms. If sold, the ad- 
vertiser shall, upon request, show 


records of advertised cars which 


allegedly have been sold.” 


® Bushing is defined as “the prac- 
tice of increasing the selling price 
of a car above that originally 
quoted the purchaser after the 
purchaser has made an initial pay- 
ment, either with money or with 
a trade-in, or has signed a con- 
tract. 

“Such practice is deceptive, not 
in the public interest, and shall 
not be used.” 


® On instalment sales, the stand- 
ards call for an 
costs. “In the instalment sale of 
any vehicle,” the standards say, 
“the dealer shall, before consuma- 
tion of the sale, furnish the buyer 
with a written itemization sep- 
arately disclosing the finance 
charge, insurance costs and other 
charges which are to be paid by 
the purchaser. 

“The specific procedures to be 
followed by the dealer in this re- 
spect shall be in accordance with 
the trade practice rules of the 
Federal Trade Commission re- 
lating to the. ‘Retail Instalment 
Sale and Financing of Motor Ve- 
hicles as Promulgated on Feb. 6, 
1951.’" 


® Underselling and savings claims 
and “name your own deal” adver- 
tising are covered, as are “no fi- 
nancing charge” or “no carrying 
charge” and similar expressions. 


ws Where local dealers or dealer 
groups adopt a program, better 
business bureaus will administer 
it in accordance with their estab- 
lished policies in the public in- 
terest. They will investigate claims 
which are questionable and will 
work with advertisers to gain ad- 
herence to the standards. 

They will expose continued wil- 
ful misleading advertising and sell- 
ing practices and will keep ad- 
vertising media informed of such 
practices. Where investigation dis- 
closes possible violations of law, 
the bureaus will refer the facts to 
the properly constituted authori- 
ties. 


BERNARD KRAMER, formerly owner 
and head of Colby Advertising, has 
joined Emil Mogul Co., New York, 


itemization of| 


In addition, the program pro- 
vides that when questionable 
national or cooperative advertising 
is involved, the matter will be 
referred to the National Better 
Business Bureau for handling. 

Both NADA and ABBB, in co- 
operation with their member or- 
ganizations and affiliated groups, 
plan a long-range continuing edu- 
cational program to inform and 


common gimmicks 
now existing. 

It is proposed that a series of 
newspaper advertisements, in mat 
form, will be made available 
through local BBBs. 


Ford dealer and chairman of 


of the claims made rests with the 
advertiser. Only by shopping the 


|to find out whether the claims are 
true or false. 

That is why selling practices are 
included in the standards, he said, 
|“because you cannot prove adver- 
| tising to be false and misleading 
}until the selling practices make it 
so. Advertising only becomes false 
and misleading when it is not fol- 
lowed up in the selling practices.” 

Kenneth Barnard, chairman of 
ABBB’s automobile committee and 
|president of the Chicago Better 
Business Bureau, said, “It is cer- 
tainly within the right of any deal- 
er to advertise a car at giveaway 
prices and three years to pay if he 
wishes to. He can even offer a free 
trip to Bermuda. 

“What we are interested in,” Mr. 
Barnard said, “is whether he will 
sell the advertised car according to 


\his advertising, with no ifs, ands 


or buts. We do not believe there is 
any room for gimmicks and phony 
business-getting devices in a busi- 
ness as vital as this one. 


s “Experience shows that false 
and phony stimulants, while allur- 
ing and temporarily exhilarating, 
can be as destructive to a business 
as they are to any person seeking 
to escape from reality.” 

Both groups will actively invite 
and urge the cooperation of manu- 
facturers, dealers, finance compa- 
nies and other allied interests in 
the program. 


New ‘Hot Seat’ Will 
Electrocute Wieners 
In Less Than Minute 


McKeesport, Pa., Jan. 24—Hot 
dogs will literally be getting the 
hot seat with production of a new 
appliance designed to cook—elec- 
trocute might be a better word—a 
wiener in 45 seconds. 

The new plastic-formed appli- 
ance—the size of a cigar humidor 
—is expected to reach the retail 
market within a month, priced at 
about $20. 

Production started here this 
week at the Kiggie Mfg. Co., 1037 


®|French St. Leo Urbanski, presi- 


dent of the company, had toyed 
with the idea for 18 years before 
obtaining a patent last year. 

The appliance, which runs on 
ordinary house current, is capable 


jiof turning out six fully-cooked 


wieners in less than a minute. 


= Wieners are not impaled, but 
are merely bent over a center de- 
vice with the wiener ends touch- 
|ing electrodes. A lid is dropped, a 
|pilot light glows—presto, the 
|frankfurter is ready. 

Penn Fixtures & Supply Co., 


as supervisor of the Rayco seat/ 2800 Penn Ave., Pittsburgh, will 


cover account. 


be distributor. 


protect the public from the more | 
and pitfalls 


® Birkett L. Williams, Cleveland | 


NADA’s advertising ethics commit- | 
tee, pointed out that in any ad-| 
vertising the proof of the accuracy | 


|advertising, he said, is it possible | 


Obrigens ... 


Obrigens ... man geht nicht SEP mene ohne ter: 


UBRIGENS ... MAN GEHT 


al 


| AMEMMGALCU SLEUAL LUE USUI UORICU Et 


man geht nicht mehr ohne Hat! 


faeckoecen man fibety 


NICHT MEHR OHNE HUT!. 


ADS FUR HUTEN—These ads are typical of those run by the Men’s Hat 


Advertising Assn. of Lindenberg, 
to boost hat sales. The only copy 


Germany, over the last five years 
is a slogan which means, “By the 


way, one doesn’t go out without a hat any more.” 


Gemeinschattswerbung Herrenhut Drive 
Cuts 80%—Hatless Quotient Among Germans 


(Continued from Page 2) 
display hints, window display 
training, distribution of gift hats, 
window cards and decals, sky 
writing and movie advertising. 
The association also sponsors trade 
shows and contests, and conducts 
an intensive public relations and 
industry information program. 

Motion picture advertising takes 
the place of commerci! radio and 
tv. During the first the. years of 
the drive, the associ .:.n spent the 


SCHAUFENSTERPLAKAT—This four-col- 

or window placard ad has been 

widely used to promote hat wear- 
ing in Germany. 


major part of its budget in this 
field, but now has managed to re- 
duce the costs of making slides 
and film strips by having individ- 
ual retailers pay the cost. 

The distribution of millions of 
calling cards with the association's 
slogan has been very successful. 
The retailers got the cards free 
and passed them on to customers. 
Cards also were distributed in 
cleaning and tailor shops, barber 
shops, haberdasheries, restaurants 
and laundries. 


@ A recent survey on why Ger- 
man males are going hatless came 
up with the fact that hatlessness 
increased with youth—a trend that 


also is true in the U.S. and other 
countries. Among men 60 years 
old or older, more than 64% said 
they usually wore hats. Of those 
between 18 and 29, only 17% said 
they wore one most of the time. 
The funds for the association’s 
advertising come from members. 
Manufacturers are charged 6% of 
their total income, and retailers 
and wholesalers pay 5 pfennig 
(approximately 1%¢) per hat. 
About 10,000,000 hats are pro- 
duced annually in Germany, and 


their sales price ranges around 30 
| marks ($7.50). . 


‘Easy Kicks Off 
$4,000,000 Drive 
for Washer-Dryer 


(Continued from Page 2) 
Merchandising and spreads in 
other appliance publications. The 
insert is a foldout—an actual life- 
size reproduction of the new Easy 
combination washer-dryer. Dealers 
can use the insert as a window 
display or as a giveaway to pros- 
pective customers. 

Other ads in business publica- 
tions will feature the home laun- 
dry line, and additional inserts 
will run in April, featuring the 
washer-dryer. Color spreads also 
are slated for Better Homes & 
Gardens, Good Housekeeping, La- 
dies’ Home Journal, Life, Progres- 
sive Farmer and The Saturday 
Evening Post. 

A newspaper ad program has 
been expanded to go into 354 mar- 
kets for a series of five 1,000-line 
and one 1,500-line insertions. A 
direct mailing of 3,000,000 pieces, 
plus promotional material to deal- 
ers, will round out the program. 

Batten, Barton, Durstine & Os- 
born is handling the campaign. 


Goldman Adds Two Accounts 

I. A. Goldman Advertising, Bal- 
timore, has been appointed to han- 
dle advertising for Flip-It Inc., 
Baltimore maker of men’s sports 
hats and caps, and Corman & Was- 
serman, Baltimore manufacturer of 
Mayfair slacks. 


Advertising Age, January 30. 1956 


U.S. Eyes Outlet 
Swap by NBC, 
Westinghouse 


(Continued from Page 3) 
that NBC would achieve excessive 
control by completing a chain of 
owned stations blanketing the pop- 
ulous eastern seaboard from Con- 
necticut to Virginia, and that 
Westinghouse would obtain exces- 
sive influence in the Pittsburgh- 
Cleveland area. 

FCC also proposed to determine 
whether pressure had been applied 
to Westinghouse to agree to the 
swap. 

After FCC approved the ex- 
change without further explana- 
tion, a report was circulated that 
the Justice Department was in- 
vestigating a complaint that West- 
inghouse had been pressured into 
the exchange. Westinghouse denied 
it was the source of the complaint. 


= Meanwhile the Wall Street 
Journal reported that anti-trust 
chief Barnes is slated for appoint- 
ment_ soon to the ninth circuit 
federal court, in Los Angeles. 

While the anti-trust chief has 
never made any secret of his in- 
terest in a circuit court post, only 
recently he told friends there were 
others who have priority over him 
for the posts opening up in the 
ninth circuit. 

Many influential people—not all 
of them friendly to Mr. Barnes— 
have been supporting his appoint- 
ment. 


NBC-WESTINGHOUSE 
TRADE IS COMPLETED 

PHILADELPHI4, Jan. 26—The 
Switchover of the Westinghouse- 
owned stations, WPTZ and KYW, 
to NBC ownership was effected 
this week. 

Westinghouse in turn took over 
ownership of the former NBC 
properties, WNBK, WTAM and 
WTAM-FY\, in Cleveland. The ex- 
change arrangement calls for a 
payment of $3,000,000 to Westing- 
house. 

Effective Feb. 13, the call let- 
ters of the Philadelphia stations 
will be changed to WRCV and 
WRCV-TV. The stations now are 
under the direction of Lloyd E. 
Yoder, who formerly managed the 
Cleveland NBC outlets. 

The Cleveland stations also will 
get new call letters in mid-Febru- 
ary, when they become KYW and 
KYW-TV. (The KYW call letters 
have been used by Westinghouse 
since 1921.) The stations will be 
run by the management team 
which supervised the Philadelphia 
operation for Westinghouse. Rol- 
land V. Tooke, now Westinghouse 
|vp for Cleveland, is general man- 
ager of KYW-TV. Gordon Davis 
is general manager of the radio 
station. 


Shaw Names Timmins VP 

Shaw Publications Inc., New 
York, publisher of My Baby, Con- 
gratulations and Shaw’s Market 
News, has appointed Larry Tim- 
mins vp and New York advertising 
director. Shaw Publications re- 
cently was purchased by Willard 
L. Crane (AA, Jan. 16). Mr. Tim- 
mins has been with the company 
for 10 years as advertising repre- 
sentative. 


‘L. A. Examiner’ Names Three 

The Los Angeles Examiner has 
appointed Tom Williams, formerly 
retail advertising manager of the 
Seattle Times, to a similar position. 
The Examiner also has named 
C. O. Davis, formerly display man- 
ager, assistant to C. W. Horn, ad- 
vertising director, and Lester Hop- 
per, long-time Hearst newspaper 
promotion specialist, display pro- 
motion manager. 
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The Business Side of Plan Campaign for Footlets 
Printing Told in New Book J. W. Landenberger & Co., 
“Printing Is a Business” has|Philadelphia, manufacturer of 
| been published by J. W. Rocke-|Footlets socks, Tru-Last children’s 
feller & Associates, consulting en-| hosiery, and Deb You junior miss 
gineer, 56 Main St., Millburn, N. J./nylons, will launch a national 
The 91-page book is aimed at the |campaign for Footlk ts in April in 
printer who wants to make more|Charm, Glamour, Good House- 
money or a large consumer of |keeping, Life, McCull’s, The New 
printing looking for ways to re-| York Times Magazive, Seventeen, 
duce costs. It is available in a pa-|Vogue and Woman’: Day. Mervin 
per cover for $2.50, in Fabrikoid|& Jesse Levine, New York, is the 
for $4.50. agency. 


America’s. ~ 


OREMOST 


OY TRADE 


_Magartine | 


Only ABC Toy Paper 
Oldest in Field 

| leads in Lineage 

i) Write for New Market Sa, 

WW Doto Folder nY 

|| McCREADY PUBLISHING = 

71 W. 23rd N.Y. 10 


GENE ACCAS has resigned as direc- 

4 tor of research and sales develop- 

| ment of American Broadcasting 

, Co. to become director of opera- 

" tions for the Television Bureau of 

Advertising, New York, effective 
Feb. 13. 


Wolfschmidt Vodka 


Bows in Three Cities 


New York, Jan. 24—General 
Wine & Spirits Corp., recently 

j formed marketing affiliate of the 
House of Seagram Inc., started 

{ a special advertising campaign Jan. 


ee 


| 23 in New York, Washington and 
Miami to introduce Wolfschmidt 
vodka. 
Daily 100-line teaser ads head- 
i lined “Wolfschmidt Was There” 
} will be followed Jan. 27 by full- 
page newspaper ads announcing 
“Wolfschmidt Is Here.” Pictures of 
two pedigreed Russian wolfhounds, 
Baron and Lady Wolfschmidt, will 
be used as symbols for the brand. | 

Dowd, Redfield & Johnstone is | 
the agency. 

Simultaneously with the release 
of the first ad campaign to be 
launched by the new General Wine 
& Spirits Corp. is the announce- 
ment that Harley N. Cole, former- 
; ly national sales manager for Na- 

tional Distillers Products Corp.’s 
} import and specialty division, has 
been named vp in charge of sales. 


® Previously announced appoint- 
ments are Jon Sobotka, advertis- 
ing manager, formerly advertising 
director for Pharma-Craft Corp.; 


sell for you, too 


ai. 


Y 


oer ee 


f 
; 


Daniel J. Mahoney, sales promo- 
tion manager, formerly copy direc- 
tor for Seagram-Distillers Co. Wal- 
ter Stumpf heads the company’s 
Scotch whisky sales, consisting of 
Chivas Regal and Chivas Royal 
Salute brands, and Samuel C. Fil- 
let is sales manager of the rums 
division. 

Agencies handling the subsid- 
iary’s brands are Lynn Baker Inc. 
for Chivas Regal and Chivas Royal 
Salute Scotch whiskies; Dowd, 
Redfield & Johnstone for Chris- 
topher Columbus rum and Wolf- 
schmidt vodka, and Gotham-Vlad- 
imir Advertising Agency for 
Myer’s rums. 


Lewis, Ruder & Finn Affiliate 

Bud Lewis Associates, Holly- 
wood, has signed an affiliation 
agreement with Ruder & Finn As- 
sociates, New York. Under the 
terms of the agreement, each or- 
ganization will continue to operate | 
independently, but will collaborate | 
and work locally in servicing each | 
other’s publicity and public rela- 
tions clients. 


Dawson to Ingalls-Miniter 

Ingalls-Miniter Co., Boston, has. 
been appointed to handle advertis- | 
ing for Dawson’s Brewery, New | 
Bedford, Mass. Reingold Co., Bos- | 


ton, previously handled the ac-| 


When you buy advertising in Canada, it pays to 
ask this question: “Does it go everywhere our 
salesmen go?” Because that’s the real key to real 
coverage of your markets. 


For English-speaking Canada, as you know, is 
not one market, but many markets. And the Star 
Weekly covers them all! With its heaviest circu- 
lation in the big cities and rich urban markets 
where most goods are sold—plus unmatched 
coverage in its field of the hundreds of smaller 
centres, right down to the smallest hamlets—the 
Star Weekly paves the way for your salesman, and 
follows him up, everywhere. 


This Canada-wide circulation combines with high 
readership proved by newsstand and carrier boy 
cash sales—and fine-quality printing—to make 
your advertising dollar worth more in the Star 
Weekly. 


£. 8 4 oe 
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YOU RE A H | Leonhard Publishes Report 
C | Dietrich (Dietz) L. Leonhard 
30,000 tonnage buyers of | has published in booklet form his 
metals DAILY with... |}award-winning monograph “Pro- 
jective Techniques in Business Re- 
American Motel Market |search.” The report was given the 
Industry's Daily Newspaper 1955 honor award of the Chicago 
18 Cliff St., New York 38, N. Y. chapter of the American Market- 


1881-1956 
Our 75th year of serving the 
Fabulous Southwest. 


The El Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


NATION'S LARGEST TRADE TERRITORY 


TWO Separate Newspapers » 30° Line BUYS BOTH! 


ing Assn. for “a contribution to the 
advancement of science in market- 
jing.” Mr. Leonhard is director of 
|market research of Tidy House 
| Products Co., Shenandoah, Ia.; his 
\report is available for $2 from 
| Ajax Corp., P. O. Box 469, Shen- 
| sadioah. 


|Clayton Davis Adds Three 


Clayton Davis & Associates, St. | 


Louis, has been appointed to han- 
dle advertising and merchandising 
for three new accounts. They are 
|Halben Foods, manufacturer of 
|Temtor jellies and preserves, 
| Bayle extracts, sugar cane marsh- 
mallow creme and Alaskan cold 
drink; Hodges Chile Co., maker of 
|Hodges chile, Hodges chile con- 
|centrate and Hodges meat prod- 
}ucts, and Valley Furniture Co., 
manufacturer of bedroom, dinette 
|and junior dining room suites. 


‘Corsets & Brassieres’ in BPA 
| Corsets & Brassieres, published 
by Mackay Publishing Corp., New 
York, has been elected a member 


Te 
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‘Ad Media Headed for! 
Censorship via False © 
Ads, Lord Declares 7 


Detroit, Jan. 24—Advertising 
media are inviting control legisla- 
tion and government interference 
because they refuse to turn down 
the 1% of fraudulent and mislead- 
ing copy that is causing the trou- 
| ble, Charles B. Lord, advertising 
|director of Indianapolis Newspa- 
| pers Inc., told the Adcraft Club of 


: | Detroit last week. 


MICHAEL J. FOSTER, formerly manager 
of press relations of CBS Televi- 


| sion, has been named vp in charge 


of press information and advertis- 
ing of American Broadcasting Co., 
New York. 


|of Business Publications Audit of 


Circulation. It reports a_ total 
average controlled circulation of 
6,095, of which 5,000 is to retailers 
of foundations. 


Some people 
have both the mood 
and the money 


The mood: 


A venturesome spirit for doing and getting the things 
that make life more pleasurable . . . a trip to Sun Valley 


After listing several examples of 
false and misleading advertising 
familiar to most media, Mr. Lord 
| said: 
| “This is an appeal to newspa- 
pers, tv stations, radio, magazines, 
admen and adwomen to take a good 
look at what they are doing to their 
own business by accepting fraudu- 
lent and misleading advertising.” 
Mr. Lord said 95% of the con- 
sumers do not have the innate 
ability to differentiate between 
honest and dishonest advertising. 


® “You in the advertising business 
—the transmission belt between 
business and the consumer—have 
the power and the responsibility 
of keeping that transmission belt 
effective and clean so that we 
might build and maintain, in the 
mind of the consumer, the belief 
that people are honest, that our 
American goods are good, that ad- 
vertising can be believed,” he said. 

“You would be amazed, in fact 
you'd be frightened if you knew 
how frequently the better business 
bureaus discuss the necessity of 
| passing laws and referring matters 
|to governmental agencies because 
‘they cannot get the full coopera- 
/ tion of media and advertisers to 
| clean up their own house and their 
;own advertising,” he said. 
| “I’ve got news for you. This in- 
|terference by outside agencies, 
particularly by governmental agen- 
cies, is not going to become less; 
it’s going to grow in its inten- 
sity. 

“If you want to forestall that in- 
terference, you’d better start doing 
something about censoring the ad- 
vertising you accept,” he added. 

“This 1%, if you lost it all, 
would not put you out of business 
and neither would it keep you in 
business,” he continued. 

“But you may be sure of one 
thing, it is going to prove to be the 
worm in the apple that keeps eat- 
|ing away at the core of believabil- 
\ity of all advertising—that confi- 
‘dence which must be preserved in 
the consumer if we are going to 
|justify the expenditures that are 
being made by advertisers in our 
newspapers, our Magazines, our 
radio and tv stations.” 


FC&B Advances Ortega 

Foote, Cone & Belding Interna- 
tional, New York, has appointed 
Alberto Ortega vp in charge of all 
Latin American operations. For- 
merly managing director in charge 


| 


of advertising for the Pan Ameri- 
can Coffee Bureau, Mr. Ortega 
joined FC&B in 1949 and has been 
manager of the Mexico City of- 
| fice since 1952. 


...a’56 station wagon . . . a madras sports jacket . . . 
or an electric dishwasher. The mood of SPORTS 
ILLUSTRATED readers is one for enjoying a fuller life 
and a desire for the things that contribute to it. 


= | 
\‘Prairie Farmer’ Promotes 
Walter E. Brian, formerly assist- 


} | 
R ‘| /ant advertising manager, has been 
LUST Rare > Hl appointed circulation manager of 
~ | Prairie Farmer, Chicago, succeed- 
. a | ing W. E. Renshaw, who is on ex- 


The money: 
Enough to turn enthusiasm into sales. The median income of 
SPORTS ILLUSTRATED subscribers is twice the national median. 
Within 1 or 2% they are all automobile owners; and 42% 
of them own two or more. Nearly half have bought a new home 
in the past five years.* SI readers are, simply, some of 
the most prosperous and active people in the nation. 


|tended leave for health reasons. 
‘Mr. Brian joined Prairie Farmer 
‘as an advertising sales represent- 
ative in 1948. 
. i ids St 
ee Rintoul Joins Station Rep 
Stephen R. Rintoul Jr., formerly 
with Life and Time in a merchan- 
dising capacity, has joined the 
New York office of Venard, Rin- 
/toul & McConnell, radio-tv station 
|representative. Mr. Rintoul is a 
| son of a principal of the company. 


The SPORTS ILLUSTRATED audience is a pace-setting 
group of 600,000 families. In Si you reach them in their 
favorite atmosphere — and their most receptive mood. 
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.. " semmsaor | Globeshoppers Inc., Seattle, a mail| Grandland Join: Russell; of both the Knight Co. and its sub-, GRJYERS STOCK ART 


SOUTHERN HOSPITALITY—Spoon bread | 
mix is the latest in the line of 
prepared mixes developed by 
Flako Products division, Quaker 
Oats Co., New Brunswick, N. J. 


Broom Assn. to Study 
How People Sweep 


as First Step in Drive 


Cuicaco, Jan. 24—The National 
Broom Manufacturers and Allied 
Industries Assn. has approved 
plans for a three-year merchandis- 
ing and public relations campaign 
to promote the use of the broom. 

First step in the program will be 
a motivation study of broom buy- 
ing to be used as a foundation for 
development ef the complete pro- 
gram of advertising, merchandis- 
ing and pr. 

William H. Northway, San An- 
tonio Broom Factory, San Antonio, 
reelected president of the associa- 
tion, said, “We then plan a com- 
plete study of our merchandising, 
publicity and advertising needs.” 


® Budget for the preliminary 
study and for starting the program 
has been set at $40,000. Members 
will be asked to make voluntary 


subscriptions to support the effort. | 

Also to. be included in the first) 
year is development of a complete | 
program of advertising and mer- | 
chandising for the manufacturer 
and retailer, a national consumer 
publicity program and merchandis- 
ing of the advertising and publicity 
program among manufacturers and 
retailers. 

Harshe-Rotman, publicity and 
public relations organization, will 
conduct the program. 


| 


Canadian Admiral Increases 
Ad Budget 33% over 1955 
Canadian Admiral Corp., Port 
Credit, Ont., plans an increased 
ad campaign this year—33% over 
1955, according to a company 
spokesman. The campaign will be} 
concentrated in four magazines: | 
Maclean’s, Liberty, and the Eng- 
lish and French editions of Read- 
er’s Digest; a total of 70 daily 
newspapers and up to 46 radio) 
stations. 
Admiral does not plan to use 
tv “because we can reach more | 
and better prospects for our prod- 
ucts at lower cost with radio,” 
Denis Olorenshaw, advertising 
manager, said. Liberal use of two- 
color spreads and b&w pages in| 
the large dailies and four-page, 
full-color inserts in the magazines 
is planned. Eight-page inserts, | 
partly in full color, will be used 
in trade publications. 


Globeshoppers Cup Club 
Slates Magazine Drive 

Small space magazine adver- 
tisements have been scheduled for 


73 


order cup and saucer club operat- ncy sidiary, Verified Audit Circulation | 
| Aen gy tdoee formerly | Co., oM Angeles. Mrs. Parker re- | sa —— Art Handbook 3900 pro- 
. . +. .4| cently completed graduate work) 2" ea 8 Copy starting dray-—¢ , 
3 ency, has joined |. . : | ings & cartoons. Serving rec. | 
each month a cup and saucer di-| Clarence H. Rus °ll & Associates,| 1? these fields at the University ot} Agencies, Natl. Advtsrs. ex- \ 
rect from abroad. Mr. DeMathe, | Chicago, as exe -utive otenainin. | California at Los Angeles and re-| clusively. Users say “TOPS”. 
roma A adleer ty. es youn The agency, v iich has moved! °@!ved her master’s degree in busi- | LOW FEES~ FREE BROCHURE 

g but with an idea, uses |+, jarger quarters it 46 E. Superior ®€SS administration August, 1955. Stivers Studios 67 Main+Sen Francleto 5 
a worldwide organization of d.p.s St., has been ap} ointed to handle 
to get the i yee and saucers. advertising for V :\can Containers| You may IMPRINT dealers’ names on your 

The initial schedule uses Ameri- | 1,,. advertising literature — only as required. 
can Home, Better Homes & Gar- ; MI store decker orpri 
dens, House & Garden, Presbyter- he = cuiaiaiee anal aye Mpa er 

Parker Appoint: i VP 2 Se ee Se Sp ended, 


ian Life, Redbook and Sunset.) | 
Standard National Advertising) John B. Knight Co. has appoint- IMPRINTING — OVERPRINTING 


Agency, Seattle, is handling the| ed Geraldine Par <er vp in charge| CHesapeake 3-2050 
campaign. | of advertising anc sales promotion Sersen’s IMPRINTING, IN < 17 N. Loomis St. CHICAGO 7 


ed by Laslo DeMathe, a displaced | John A. Gra’ dland 
Hungarian. Club members receive | head of his own ¢ 


| 
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OF ALL THE NATIONAL BUSINESS MEDIA... 


Only the National Business Daily 
gives you Four-Edition Flexibility 


The Wall Street Journal pub- carries regional news of business. 
lishes four regional editions: East- | You can advertise in one, any com- 
ern, Midwest, Southwest and Pacific bination, or all four — ‘‘The 
Coast. All editions are identical in - National Edition” — according to 
national news content. Each also your business strategy. 


You can... 


@ Concentrate on one or more areas @ List local representatives—area by area 
@ Time messages to regional or seasonal @ Make important last-minute copy changes 
buying habits @ Test markets .. . and test copy 


Look into The Journal's unique flexibility advantages now. 
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NEV UTAH 
SAN FRANCISCO 


CALIF. 
40,858 


Map shows state-by-state Wall Street Journal 
circulation September 30, 1955, the areas 
covered by the four editions and the regional 
publishing headquarters—starred. National 
circulation (including foreign) 376,426 is 
comprised of: Eastern Edition— 171,466; 
Midwest Edition—116,790; Southwest Edi- 
tion—33,760; Pacific Coast Edition— 54,410. 


THE WALL STREET JOU 


Eastern Midwest Southwest Pacific Coast 
New York and Washington, D. C. Chicago Dallas San Francisco 
44BroadSt. 1015—14thSt.,N.W. 711 W. Monroe St. 911 Young St. 415 Bush St. 
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“The response was overwhelming.” 


Versatile Adman 


- - »-William Speirer 


Mr. Speirer, 42, who has won 


“Scenes of mine are recognized as back yards all over the country.” 


brought him to White Lowell Ad-, 
vertising, Charles Dallas Reach, 
and the Bureau of Advertising, 
ANPA, as an art director. 

After war service, Bill caught on 


ers reprints of the painting. “The 
response,” he recalls, “was over- 
|whelming; overnight I found my- 
self in the water color business.” 
“Later,” Speirer continued, “an 


One of the country’s best-selling | 
water colorists is sales promotion | almost every major award for sales | 
manager for the Ethyl Corp., New | promotion efforts in direct mail 
York. William Speirer’s art helped|and slide films, estimates that 
him get into sales promotion, and| more than 1,000,000 reprints of 30 
his sales promotion work subse-| of his water colors now adorn the 


with Metropolitan Sunday News- | advertising agency that saw the 
papers, where he spent more than promotion piece asked me to do a 
eight years, winding up as adver-| water color for a client’s house or- 
tising and sales promotion man-/| gan. Ford Motor Co. commissioned 
ager. It was with Metro that Bill| me to do a series on New England 
turned out a water color for a/for the ‘Ford Times.’ Bristol- 


quently put him on the road to| walls of the nation’s homes. 


water color renown. “Commercializing” his work 


“IT cruise around in a car, stop when I see what I want.” 


promotion piece that offered read- 


“I never touch them again.” 


|Myers wanted 18 paintings before 


“I paint them on the spot.” 


they were done.” 

Four Speirer water colors sub- 
sequently were reprinted by the 
New York Graphic Society. 

At the Ethyl Corp., where Mr. 
Speirer moved after nearly nine 
years at Metro, he dreams up ideas 
for promotional pamphlets, then 
executes them. He’s his own art 
director, of course. 


(Photos by Schonbrunn-Ives Inc.) 


“If I spent 20 hours or 20 months, I couldn’t do it any better.” 


U. S. Steel Homes to 


Invest $300,000 in 

‘Bride’s House’ Push 
New York, Jan. 24--A pack- 

aged promotion including a $300,- 


000 advertising campaign will 
break in April for the Bride’s 


House of 1956, sponsored by U. S. | 


Steel Homes, housing subsidiary 
of U. S. Steel Corp. 

The Bride’s House of 1956 is the 
newest design by U. S. Steel 
Homes. It was named by House 


| be shown on the “U. S. Steel 
— (CBS-TV) April 25. 


|@ “Most important,” Mr. Rucks 
|said, “we will help each dealer 
exploit the national promotion lo- 
cally through newspaper cam- 
paigns and local dealer television 
cut-ins. Four-color, 1,000-line ads 
will be run in 30 Sunday supple- 
/ments covering the company’s pri- 
mary sales areas. These will be 
supplemented by 1,000-line b&w 
ads.” 

Last year, Mr. Rucks said, the 
Bride’s House campaign resulted 


Beautiful’s Guide for the Bride. 


| furnishings fields. The house will | WSAZ-TV Telecasts W. Va. 


Legislature Session 

WSAZ-TV, Huntington, W. Va., 
telecast the opening day sessions 
|of the West Virginia legislature 
from the house of delegates cham- 
|ber in the capitol building. The 
| program included the message de- 
\livered by Governor William C. 
|Marland to the combined session 
|of the house and senate and the 
subsequent transactions of house 
lof delegates business. WSAZ-TV 
| believes this is the first live tele- 
cast in the nation of an elective 
‘legislative body in law-making 
procedures. 


Cosmetics Makers 
Deny Promotions 
Violate FTC Rules 


WASHINGTON, Jan. 24—Two ma- 
|jor cosmetics makers denied last 
week that their promotional aid 
plans violate the Federal Trade 
Commission’s trade practice rules 
for the cosmetics industry. 

Helena Rubinstein Inc., 
Hills, L. L., one of four prominent 


East | 


the commission that its plans 
would appear to constitute sub- 
stantial compliance with the trade 
practice rules.” 


s Yardley was accused of giving 
more favorable allowances to those 
handling both its “A” and “B” 
lines than to stores which handled 
the “A” line exclusively. The 
company said this happened be- 
cause the “B” line was only re- 
cently placed on the market. In 
line with this program it was 


companies involved in complaints placed in one or two leading stores 
issued on Nov. 8, said its system of in various cities. In 17 instances 
promotional payments for services | these stores received fulltime dem- 
and facilities was approved by /|onstrators, but they were required 


The company’s dealers will dupli- 
cate the house and its furnishings 
for simultaneous openings April 
22. 


in 2,000 home sales by the 
company. The campaign then 
was supplemented by cooperating 
|manufacturers who participated 


The first official action telecast 
was a resolution, approved unani- 
mously, commending WSAZ for 
|its “contribution to freedom of in- 


FTC’s bureau of industry coop- 
eration. 

Yardley of London, also in- 
volved in the Nov. 8 complaints, 


D. F. Rucks Jr., vp in charge of|in national tie-in advertising as 


sales, said today in announcing the| well as local newspaper adver- 


promotion that the package “pro- | tising. Similar tie-in advertising 
vides dealers with the same ad- is expected to be used this year. 


formation.” The simulcast was) <siq the allowances i 
questioned by 
carried by five tv and nine radio) the commission resulted from a 


| stations throughout the state. ‘temporary introductory arrange- 


vantages the 
available to the customer—econ- 
omy, quality and speed. As with 
our house package, all the pieces 


are included, with instructions for | 


putting them together to build a 
successful local campaign.” 

The advertising schedule in- 
cludes four-color ads in April is- 
sues of House Beautiful’s Guide 
for the Bride, Life, Parents’ Mag- 
azine and Small Homes Guide in 
addition to business paper cover- 
age in the construction and house 


company makes 


Batten, Barton, Durstine & Os-| 
born is the agency. Henri, Hurst Adds Linco 

Linco Products Distributing Co., 
Two Appoint Nelson's Service Chicago, maker of Linco bleach, 
| The Hudson-Taconic Travel Va- Linco ammonia, Linco liquid de- 
‘cation Council, Peekskill, N. Y., a|tergent and Linco fine fabric 
travel promotion group for New| bleach, has appointed Henri, Hurst 
York’s Hudson-Taconic region,|& McDonald, Chicago, to handle 
and Westlab Electronics, Yonkers, its advertising. A campaign using 
N. Y., have appointed Nelson’s|local media in midwestern states 


| Promotion Service, Mount Vernon, | where Linco products now are dis- 


N. Y., to handle advertising, pro-|tributed is being planned. Ruth- 
motion and publicity for their ac-|rauff & Ryan formerly handled 
counts. the account. 


ment which was used for a new 
line of products. 


= In its complaints, FTC con- 
tended that promotional assistance 
plans used by these companies 
provided disproportionate benefits 
for favored customers. 
Rubinstein’s answer said new 
plans were adopted in 1952 and in 
1954 after consultation with FTC’s 
bureau of industry cooperation. 
“In both instances,” the answer 
states, “the firm was notified by 


|to waive any payments based on 
annual payments of “A” line 
products. 

“The nature and amount of the 
services or allowances furnished 
‘B’ line customers was not such as 
to confer upon any...a substan- 
tial competitive advantage over 
other competitors,” Yardley main- 
| tains. 


KOVR-TV Moves Grannis 
Gordon Grannis, in charge of 
| publicity for KOVR-TV, San Fran- 
cisco, has been transferred to the 
sales department. He has been 
succeeded in the publicity post by 
Norrie West, for the last two years 
a principal in Sportsvision Inc., 
northern California tv sports film 
| producer. 
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Advertising Age, January 30, 1956 


Coming 
Conventions 


*Indicates first listing in this column. 

Jan, 29-Feb. 1. National Advertising In- 
dustries Exposition, Morrison Hotel, Chi- 
cago. 

Feb. 3-5. Eastern Conference of Wom- 
= Advertising Clubs, Hotel Statler, Buf- 
alo. 

Feb. 9. Associated Business Publications, 
annual midwest conference, Edgewater 
Beach Hotel, Chicago. 

*Feb. 17. Canadian Circulations Audit 
Board, annual meeting, King Edward 
Hotel, Toronto. 

Feb. 17-18. Interstate Advertising Man- 
agers Assn. and Pennsylvania Newspaper 
Publishers’ Assn., advertising conference, 
Penn Harris Hotel, Harrisburg. 

*Feb. 18-19. Missouri Newspaper Man- 
agement Conference, sponsored by the 
School of Journalism, University of Mis- 
souri, in cooperation with the Missouri 
Press Assn., Missouri Advertising Man- 
agers Assn. and Missouri Circulation 
Managers Assn. School of Journalism, 
University of Missouri, Columbia. 

Feb. 24-25. Northwest Daily Press Assn., 
37th annual meeting, Radisson Hotel, Min- 
neapolis. 

Feb. 27-28. Inland Daily Press Assn., 
winter meeting, Drake Hotel, Chicago. 

Feb. 27-28. New England Newspaper Ad- 
vertising Executives Assn., winter meet- 
ing, Parker House, Boston. 

March 2. A ted Busi Publica- 
tions, annual eastern conference, Roose- 
velt Hotel, New York. 

March 2-3. Midwestern Advertising 
Agency Network, first quarterly business 
meeting and competitive display, Drake 
Hotel, Chicago 

March 5-7. Packaging Assn. of Canada, 
annual convention, King Edward Hotel, 
Toronto. 

March 10-14. Advertising Specialty Na- 
tional Assn., 4th al spring specialty 
show, Palmer House, Chicago. 

March 14-16. Assn. of National Adver- 
tisers, spring meeting. The Homestead, 
Hot Springs, Va. 

March 22-24. Advertising Federation of 
America, Fourth District, annual conven- 
tion and southeastern advertising confer- 
ence, Orlando, Fila. 

April 4-6. American Public Relations 
Assn., 12th annual conference and 7th in- 
ternational public relations institute, Ho- 
tel Statler, Washington, D.C. 

April 8-12. National Business Publica- 
tions, spring meeting. The Homestead, 
Hot Springs, Va. 

April 10-12. Point-of-Purchase Advertis- 
ing Institute, symposium and exhibit, Ho- 
tel Sheraton-Astor, New York. 

April 12-14. Southern California Adver- 
tising Agency Assn., 6th annual confer- 
ence, Oasis Hotel, Palm Springs. 

April 15-19. National Assn. of Radio and 
Television Broadcasters, 34th annual con- 
vention, Conrad Hilton Hotel, Chicago. 

April 15-21. Wational Brand Names 
Week, Annual Brand Names Day dinner, 
April 18, Waldorf-Astoria Hotel, New 
York. 

April 19. Advertising conference spon- 
sored by the University of Michigan, Ann 
Arbor. 

April 24-26. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 

April 26-28. American Assn. of Adver- 
tising Agencies, 38th annual meeting, The 
Greenbrier, White Sulphur Springs, W.Va. 

April 30-May 2. Assn. of Canadian Ad- 
vertisers, 4lst annual convention, Royal 
York Hotel, Toronto. 

May 6-8. Magazine Publishers Assn., 
37th annual meeting, The Greenbrier, 
White Sulphur Springs, W.Va. 

*May 7-8. Outdoor Advertising Assn. 
of America, painted display conference, 
Hotel Sherman, Chicago. 

May 14-16. National Newspaper Promo- 
tion Assn., 26th annual convention, Hotel 
Cleveland, Cleveland. 

May 14-17. _ First Advertising Agency 
Group, , Hotel Statler, 
Boston. 

May 20-23. National Industrial Adver- 
tisers Assn., 34th annual conference, Pal- 
mer House, Chicago. 

May 24-27. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

June 3-6. National Sales Executives In- 
ternational Distribution Congress and 
Sales Equipment Fair, Conrad Hilton Ho- 
tel, Chicago. 

June 10-13. Advertising Federation of 
America, annual convention, Bellevue- 
Stratford Hotel, Philadelphia. 

June 20-22. American Marketing Assn., 
spring conference, William Penn Hotel, 
Pittsburgh. 

June 24-28. American Newspaper Clas- 
sified Advertising Managers Assn., 36th 
annual convention, Long Beach, Cal. 

June 24-23. Advertising Assn. of the 
West, 53rd annual convention, Los An- 


geles. 
July 1-4. Newspaper Advertising Ex- 


TERRITORIAL ENTERPRIos 
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ecutives Assn., 
Hotel, Victoria, B.C. 

Aug. 24-28. Mail Advertising Service 
Assn., 34th annual convention, Drake Ho- 
tel, Chicago. 

Sept. 22-25. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 

Sept. 23-25. Advertising Federation of 
America, Tenth District convention, 
Shamrock Hilton Hotel, Houston. 

Sept. 27. Magazine Publishers Assn., fall 
meeting, Westchester Country Club, Rye, 


| N.Y. 


Oct. 1-3. Direct Mail Advertising Assn., 


annual convention, Hotel Statler, New 
York. 

Oct. 11-13. Pennsylvania Publishers 
Assn., annual convention, Bellevue-Strat- 


ford Hotel, Philadelphia. 

Oct. 15-16. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 15-16. Agricultural Publishers Assn., 
annual convention, Chicago Athletic 
Assn., Chicago. 

Oct. 18-19. Audit Bureau of Circulations, 
42nd annual meeting, Drake Hotel, Chi- 
cago. 

Oct. 22-23. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

*Nov. 11-15. Outdoor Advertising Assn. 
of America, Hotel Ambassador, Los An- 
geles. 


Versatile Tequila 
to Get $200,000 


Nationwide Push 


Los ANGELEs, Jan. 24—Young’s 
Market Co., sole U. S. distributor 
of Jose Cuervo tequila, Mexican 
cactus brandy, introduced on the! 
West Coast last year with a $100,- 
000 newspaper and magazine cam- 
paign, will double its advertising 
in 1956 and push promotion in 
midwestern and eastern markets. 


es Last year’s promotion emphasis 
was placed on Tequila Matador, a 
pineapple and lime cocktail with a 
tequila base. This year the versa- 
tility of tequila will be stressed. 
A different type of drink with a 
tequila base will be advertised ev-| 
ery month. 

Initial media schedule, expected | 
to be expanded, includes daily | 


Ge a 


ay ues 4 


newspapers in Dallas, Los Ang- 


'eles, Miami, New York, Oakland 


and San Francisco, and three mag- 
azines, Esquire, Holiday and The 
New Yorker. A variety of point of | 
sale material will also be used ex-| 
tensively. 

Howard Tullis Agency has the 
account. 


St. Louis Pages Teachers 

The St. Louis Board of Educa-| 
tion has begun using newspaper) 
ad columns in an attempt to de-| 
velop a pool of potential teachers. | 
The campaign is running in the) 
Post-Dispatch and Globe-Demo- 
crat. The campaign aims to reach 
older persons with a B.A. degree| 
who do not realize they may be 
qualified as substitute teachers. 
These persons may get a substitute | 
certificate right away and, by ob- 
taining additional credits in edu- 
cation, a permanent onan 
within two years. 
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* In Trade 
Shows 


* Store Windows 
* Sales Meetings 


Attract more 
prospects, boost 
sales. Admatic 
shows a new slide 
every 6 seconds 


— projects a 

continuous 

30 slide show 

with BIG, BRIGHT ga —g 

pictures — day or your next trade 

night. show. Send for 
folder A” 


THE HARWALD COMPANYSING 
Toa 


1216 Chicage Ave. © 
DAvis 8-7070 — 


Fireboat “ 


Bill Kettner” — an original water color 


painted for the San Diego Union and Evening Tribune. 


SAN DIEGO :: BIGGER 


PORT ACTIVITY 


1954...1,574,987 TONS...156 MILLION DOLLARS 


Now — more than ever a gateway to the world 
for made-in-San Diego products... our Port is 
also the site of one of the world’s largest perma- 
nent naval installations — home of America’s 
mightiest men-of-war. This port development 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


% 
COPLEY NEWSPAPERS 


15 “Hometown” Newspapers covering San Diego, 

California — Northern Illinois — Springfield, Illinois — and 

Greater Los Angeles... Served by the COPueyr 
Washington Bureau and the COPiry News Service. 


is just one example of the tremendous activity 
now taking place in San Diego... California's 
third largest market .. . reached and sold best at 
lowest cost by. the San Diego Union and the 


Evening Tribune. 


San Aiega Minin 


i 


THE MOST 
IMPORTANT CORNER 
‘iM THE USA. 
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Minister Finds Help 
in Advertising Press 

To the Editor: Is a critic crea- 
tive? Can a critic be creative? This 
question, raised~by John S. Bar- 
rows of Denver, and answered in 
part by the editers of AA (Jan. 2), 
is an old one. 

Many so-called creative writers 
and artists consider the critic a sort 
of leech upon society, pulling their 
brain children to pieces. How often 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


But one thing many artists, and 
even ordinary artisans, overlook is 
that even dull, stupid, uninformed 
criticism is more often truly cre- 
ative than witty, sophisticated, spe- | suspect, come from those who seem 
cious agreement and approval! to be quite pagan in their religious | 

I read ADVERTISING AGE, for in-| outlook. The important thing is| 
stance, and her sister publication, | that every one of these helpers is, 
Advertising Requirements, for, of| for me, a violent critic, and so has 
all reasons, the help they give me/a creative function to perform in 
in preaching the gospel and in|my ministry of communicating 
reaching the MINDS of my parish-| ideas to people. Incidentally, it is 
ioners! I have come to find more|amazing how much _ ingenious 


you might find in an agency copy- 
writer’s office! Some of those ideas 
may come from men who are them- 
selves good Christians. Some, I 


The Choiee: Show Hawn or Mhow tp 


sz 


ne EXROUTINES REL AN " 


MANAGEMENT 
A the Minny Ft 


The executive nap! Good idea or bad? 


oe ee ee 


I’ve heard the complaint that the 
drama critic cannot write a play, 
that the music critic cannot com- 
pose or play a note, that the liter- 
ary critic can hardly write an in- 
telligible letter. As a _ preacher, 
many times I’ve smarted under the 
criticism of people I felt, with good 


cause, were “spiritual illiterates!” | and in a large collection of books 


There’s An Easier Way 
To Get Attention... 


help in this phase of my minister- 
ial duties than I find in the most 
stimulating theological journals I 


“translate” it for my people, using 


Sell to men? Catch your customer's atten- 
tion in a subtle way! Reach 1,200,000 
reader-buyers. 98% male. Concentrate in 
THE SPORTING NEWS. Men buy it, like it, 
read it from the front page to the last. 
And have confidence in it. It’s almost as 
old as baseball itself and just as lively! 


3, Mo. 


N, Publishers 


'“sales resistance” 
ideas which have been proved over | 


the centuries to be truly worth 


for them to want it! 

Frankly, I don’t always agree 
with your Creative Man. But most- 
ly I do. Yes, even when he lam- 


|bastes the merchandising of the 
buttocks of automobiles—I find | 
myself looking for parallels in my | 
own preaching or other pastoral | 


jobs. Even sermons can have too 
much emphasis on the tail-light 
and not enough on the performance 
of the motor! 

Have you ever considered that a 
preacher must turn out, each week, 
an average of two pieces of “copy- 
writing”’—and truly “hard-sell” 
copy at that—with the amount of 
effort required in research, study, 
and creative composition equal to 
that going into the average 3,000- 
5,000 word article in some of the 
“better” magazines—the type that 
bring checks of from $500 to $1,500 
per article? (And, brother, that’s 
only one of a preacher’s jobs!) 
How many professional writers in 
either advertising or other forms of 
creative writing have to turn out 
much more than that? Preachers 
have to do that an average of 48 
weeks a year, and can give only 
about 10%-15% of their active 
hours to the job. 

That is just why we NEED intel- 


ligent criticism. That is why we. 


one meets to 


Sis ee Se | eee see 


can (and do) read! Usually, after| while. I’ve found it can be lots|No Complaint About 
reading the theology, I have to/easier “giving the public what it Mosler Ad Position 

|} wants” than to make that which 
selling ideas I find in AA, AR,|it should have appealing enough have already called your attention 


|to pages 84 and 85 of this week’s 
|issue of Time Magazine? Needless 
to say we have not complained 
bitterly to Time about position. 
Ran WEst, 
Senior Vice-President, Stock- 
ton-West-Burkhart Inc., Cin- 
cinnati. 


‘Poultry Processing’ Used 
in Acronize Debut 

To the Editor: WHOOPS.. .you 
forgot us! 

In your article on Acronize, the 
new poultry preservative from 
American Cyanamid’s fine chem- 
icals division (AA, Jan. 2), you 
omitted Poultry Processing and 
Marketing from the group of pub- 
lications carrying this two-color 
spread announcing a new epoch in 
the poultry processing field. 

We may be small, but we do feel 
that our coverage of the key proc- 
essing and marketing personnel in 
the poultry industry is making no 
small contribution to the success- 
ful debut of Acronize. 

Pat KELLOGG, 

Advertising Manager, Poul- 

try Processing and Marketing, 

Mount Morris, Ill. 


feel that even negative, more or) 


less illiterate criticism is and can 
be creative! So, while some of the 
boys in the agency business may 
not like your Creative Man—or 
consider him more “critic” than 
“creative” (and this goes for many 
of your other departments as well) 
—this small-town preacher wel- 


comes this indirect criticism, which 
he finds stimulates him to more 
creative activity! 
Keep up the good work! 
WILLIAM M. Hunter, 
Pastor, First Presbyterian 
Church, Robinson, Il. 


Newsmaker Cowan Takes Bow 

To the Editor: What a wonder- 
ful surprise! Your selection and 
your very kind personal comments 
meant a great deal to me. I don’t 
quite know how to tell you how 


An Off-Beat Character 
To the Editor: How many people Applies for an Ad Job 


| 
| 
| 


much I appreciate the selection | 
and the story, but I’m deeply 
grateful to you. 
Louis G. Cowan, 

CBS Television, New York. 


Mr. Cowan (who developed) 
“The $64,000 Question”) was| 
picked by AA as one of the ten men | 
who made advertising news in 1955. | 


To the Editor: 

Dear Mr. PERSONNEL DI- 
RECTOR: 

I want a job as a copy- 
writer. 

I can write—I know peo- 
ple—and I love to make ads. 

In fact, I’d rather make 
ads than do anything else. I 
don’t care much for reading, 
or sports, or plays, or party- 
ing. Making ads is my whole 
life. 

In frankness, I must admit 
some shortcomings. I’m an 
extremely complex personal- 
ity—few of my former bosses 
or fellow-workers have un- 
derstood me. I’m a rather 
hectic, scrambling kind of 
worker—sometimes I change 
my mind in midstream, or 
disappear into my apartment 
to write a campaign. Some- 
times I even forget to tell the 
creative group the strategy’s 
changed, and they go sailing 
down the wrong alley. Also, 
I’m unstable in temperament, 
subject to swift-changing 
whims, and often I like to 
work alone. I’m not much of 
a mixer, or a joiner, either. 

I hope, though, that you 
will accept me as an individ- 
ual, and let my creative work 
speak for itself... believing, 
as I do, that advertising 
lives by its idea men and 
writers. 

Sincerely, 
Pui LENNEN 


Dear Mr. Lennen: Your 
letter received and qualifica- 
tions duly noted. I must say 
that here at DUL&L we place 
great stress on developing 
good team men. We feel that 
advertising today is a group 
effort. We don’t believe 
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in geniuses or individual 
“stars.” Ability to get along 
with the team, to mix well, 
and be accepted is of the ut- 
most importance. We will, 
however, keep your name on 
file in the event, etc, etc. 
Yours truly, 
PERSONNEL EXPERT 


QUESTION: Would advertising| 
have attained the stature it has| 
reached today if men, like Lennen, 
the scowling, brooding Obie Win- 
ters, the silent, lone-working Hop- 
kins, had been screened by per- 
sonnel experts who stood them 
against an outline on the wall and 
expected them to look, act, talk, 
and think like today’s conception 
of “a good organization man”? 

Anpby HOWLETT, 
Detroit. 


Idea? Cross Your Fingers 

To the Editor: Here’s another 
example of the kind of coincidence 
that makes advertising an ulcerous 
occupation. 

Our Adlake relay ad appeared 
a year ago, in a list of engineering 
and technical publications. It’s ex- 
tremely unlikely that anyone on 
the De Soto account would have 


seen these highly specialized mag- 
azines before preparing the De Soto 
ad which appeared in Motor, 11 
months later. 

You can’t explain it. All you can 


ieee o- veame 
* 


do is munch another anti-acid tab- 
let, and hope your next idea hasn’t 
already occurred to someone else. 
R. C. RoBertTs, 
Copy Supervisor, Henri, Hurst 
& McDonald, Chicago. 


> * e 
Roper Gives Employes 
News of AGA Program 

To the Editor: I am mailing you 
a copy of “Roper Plant News” 
which was on all the bulletin) 
boards of our plant in the last two 
weeks so that all of our employes | 
could be impressed with the new | 
American Gas Assn. program on 
testing, and I felt that because of 
the makeup of this sheet, it might 


en 


have some news value and could 
be a means of impressing others in 
our industry on the need of close 
cooperation between the American 
Gas Assn. and us, the manufactur- 


er. 


on EE ar cv en» oo la 


RIAA BOWLERS 


training program and our repair 
'service plans for our customers 


and in support of the Gas Industry | 


Development program. 

E. C. Sorsy, 
Vice-President, Geo. D. Roper 
Corp., Rockford, III. 


Reminds Caption-Writer 
“Brace Is a Pair’ 

| To the Editor: In your annual 
ireview of delectable mammalia 
| (AA, Jan. 9, Page 62), you depict a 
‘number of attractive models and 
refer to a group of them as “a brace 
of young ladies.” “Brace” really 
refers only to a pair, quite often 
a matching pair, and might with 


|more propriety be applied to such) 


hemispheric charms as are pos-| 
| sessed by each one of the models. | 
This would bring the page's total 


You will notice also that there is|to ten brace (no “s”) of the fea-| 
a news story about our new service | tures in question. Anyhow, thank | 
building which we just last week | you. 


completed moving into, that we are 
rather proud of in support of 
Roper’s accelerated field service 


| 


ALEXANDER MCQUEEN, 
Human Interest Research, Chi- 
cago. 


Orlando 


Florida 


Just the facts . . . that's all 
we give you. 

Here's what Sales Monagement 
says about Oriando, Florida: 

Since 1945, Orlando's Popula- 

tion is up 80% 

Buying income up 97%, 

Retail sales up 170%, 

Food sales up 183% 

Merchandise sales up 116% 

Furniture, radio up 300% 

Automotive up 89% 

Drug sales 102% 

One paper—Orlando 
Sentinel-Star — covers Orlando 
and Central Florida. 

We have three times the com- 
bined circulation of Tampa, 
Miami, Jax newspapers in these 
5 counties. 

Over 100,000 ABC 
City Zone 
Orlando Sentinel-Star 


MARTIN ANDERSEN 
Owner, Ad-Writer & Galley Boy 


Orlando, Florida 
Nat. Rep. Surke, Kuipers & Maheney 


Why are New Yorkers 


who read The News SO well fed? 


Within a single month... 


That’s easy—they buy more food, run up larger tabs 
at check-out counters, keep smart butchers in Cadillacs! 
These women News readers have more homes, families and 
children—buy more of the apparel, furniture, cosmetics 
sold in the New York market. You reach more customers 
more effectively and economically through The News. 

We learned a lot about your customers, and so can you— 
in the most comprehensive study ever made of newspaper 
readership in New York, W. R. Simmons & Associates Research 
interviewed 10,345 people, and found out which newspaper 
readers buy what—information worth a lot to you! Ask your 
advertising agency or any New York News Office to show you... 


‘Profile of the Millions” 


THE NEWS, New York’s Picture Newspaper --. with more than 


twice the circulation, daily and Sunday, of any other newspaper in America... 
220 East 42nd St., New York City.. 
155 Montgomery St., San Francisco... 


. Tribune Tower, Chicago... 


\ 


1127 Wilshire Blvd., Los Angeles 


2,150,000 served packaged bread 
1,770,000 served cold cereal 
1,540,000 served hot cereal 
1,280,000 served instant coffee 


1,920,000 served regular coffee 


1,850,000 served soft drinks 
1,590,000 served frozen juices 


570,000 served canned meat 


630,000 served frozen meat 
1,510,000 served frozen vegetables 


(The above figures refer only to the 
2,290,000 women readers of the Daily 
News, who live in New York City and 
suburbs. Copyright 1955 by 

News Syndicate Co., Inc.) 
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Whittemore to Levyne call for redesigned packaging, an or ’ 
Whittemore Bros. Corp., Balti- ——— << — me Agencies Closed Ey es to Reds Si J k. 

more and Fayette, Ala., maker of|and trade advertising, merchan- . ys ays 7 . 

shoe polish, has appointed S. A.|dising and point of sale displays.| “"PO#OGISts in TV Shows, House Gr oup oy | oe ht 

Levyne Co., Baltimore, to handle| Advertising media are yet to be| WASHINGTON, Jan. 24—The | the Communist party to trick non- | ; — ot» ayaa Curtain? 


|House committee on un-American | communists into supporting the ef- 
|activities has reported that net-/ forts of party members to infiltrate 
work efforts to keep communist|the field of entertainment. The 
|entertainers off the air sometimes|propaganda campaign also at- 
break down because “certain ad-| tempted to compromise the present 


its advertising. Promotional plans| selected. 


—— — the el 


Le net am cany ansiguenent or the bind youll nd many p 
poeple vehentooreng to 


| various performers. 

Summing up hearings on the 
entertainment industry which were 
held in New York in August and 
October, the committee’s annual 


vertising agencies” close their eyes | officers of the AFTRA local be- 
to the communist affiliations of| . 
|compromised by the Communist 


cause these officers could not be 


party members.” 

The report said committee in- 
vestigations show that major net- 
works have a policy of not hiring 


‘report said communists (1) suc-| entertainers who have been identi- 
|cessfully found employment in the| fied under oath as Communist 
entertainment industry and (2) | party members, or who themselves 
tried to discredit non-communist| have appeared under oath and re- 


leadership in trade unions in the| fused to answer questions regard- 


HORE ELEC enn 


ELECTROGRAPHIC © 


Se LAKE S 
Py u 


| industry. 

“Investigations uncovered a mi- 
litant communist faction within 
| the local affiliate of the American 
|Federation of Television & Radio 
Artists,” the report said. “The 
jcommittee was able to identify 
|many of the leaders of this com- 
/'munist nucleus.” 

The principal activity of com- 
‘munists within the AFTRA local 


|“blacklisting,” the report said. 


® “Through their propaganda, 

these communists had falsely con- 

CTROTYPE pI. vinced many fellow entertainers 

that they are denied employment 

9-1010 if they at one time innocently 

supported a cause sponsored by 

the Communist party,” the report 
continued. 

“This campaign was adopted by 


st.* 


ing party membership. 
The report contunued: 


= “There are exceptions to the 
enforcement of this policy, how- 
ever. For example, networks 


| broadcast or telecast ‘package 
|shows.’ These are written, cast 


and directed under the supervision 
of advertising agencies. The net- 
works have no control over the 


|was a campaign against so-called | subjects presented or the enter- 
|tainers used. 


“The committee found that 
through these package shows Com- 
munist party members and apol- 
ogists have been sent into the 
living room of the American home. 
Investigations suggest that the use 
of communist entertainers has re- 
sulted from the practice of certain 
advertising agencies to close their 
eyes to the question of communist 


THROUGH THE CURTAIN—One of the 
1956 public service campaigns 
sponsored by the Advertising 
Council will be the Crusade for 
Freedom (Radio Free Europe). 


affiliations and activities of vari- 
ous performers.” 

With respect to the networks, 
the report said, “It should be noted 
that they are not equipped to 
make investigations which would 
determine the identities of enter- 
tainers who are members of or 
sympathetic to the Communist 
party. Furthermore, information 
that an entertainer has been iden- 
tified as a communist or refused 
to answer questions on the subject, 
|does not always come to the net- 
| works’ attention. 


S “Investigation shows that, if an 
entertainer was not used by the 
networks, the reason lay in in- 
formation which directly related 
to the entertainer’s Communist 
party membership or deliberate 
support of communist causes,” the 
committee said. “On the other 
hand, networks properly do not 
deny employment to an entertainer 
who might have innocently become 
involved with a communist-engi- 
neered activity.” 


RCA Increases Ad Budget 
in Magazines, Radio, TV 

RCA Victor plans increased use 
of national consumer magazines 
supplemented by radio and tv to 
push its high fidelity instruments, 
tape recorders, radios and Victrola 
phonographs. A total of 32 inser- 
tions in national consumer and 
trade publications has been sched- 
uled for the first three months of 
this year. 

Magazines include Collier’s, Life, 
Navy-Air Force Times, The New 
Yorker, Scholastic, Scholastic Roto 
and Seventeen. Commercials for 
these products are scheduled for 
the RCA-sponsored tv shows on 
NBC-TV, including the “Martha 
Ray Show,” “Milton Berle Show” 


e °@ 
and “Producers Showcase.” In ad- 


dition, the high-fidelity, Victrola 


for the and radio products will be fea- 


CINCINNATI 34" TIMES-STAR 


“Truth or Consequences” and 
“Your Radio Theater” on NBC 
radio. Kenyon & Eckhardt, New 
York, is the agency. 
Geyer Names Calt, DeFoe 
1955 marks the 48th year that the TIMES-STAR has led + tll idvatien has appointed 
all daily Cincinnati newspapers in General Display advertis- Raymond P. Calt, formerly copy 
ing. Media Records reports for the first 11 months, 1955, 
show the TIMES-STAR leads its nearest daily competitor 
by 232,329 lines and has the largest linage gain for the —— pa —— a ag 
year. For maximum sales results, be sure your advertising scl é ‘te _ Pp Ps ? a 
echedule includes the . . . | a ee ee 
the new monthly Clipper—all new in 
size, format, content, ideas — sample, 
yours to use without cost. Sensational 
introductory offer. No Wd Servis 


director of Calkins & Holden, a 
rl 
y | H FREE SAMPLE—New Scissors and Paste 
PP isa Address: Multi-Ad 
., Box 806A, Peoria, Illinois. 


James R. DeFoe, previously a 
ative layout devices. Get your copy of 


—_ Pot art service by the originators of cre- 
CINCINNATI  TIMES-STAR 


GENERAL ADVERTISING REPRESENTATIVES: O'MARA & ORMSBEE, NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO, LOS ANGELES 
FLORIDA REPRESENTATIVE: HAL HERMAN, MIAMI BEACH 
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Advertising Age, January 30, 1956 


FCC Eyes Nets’ 
Time Option Rule: 
McConnaughey 


(Continued from Page 1) 

the division between networks of 
potential audience in a given mar- 
ket renders other advertising me- 
dia more desirable to the advertis- 
er and (3) the point at which the 
division of audience so decreases 
revenue that the network function 
is not profitable,’ he said. 

So far, he said, the commission 
has done little more than assemble 
a special i1l-man_ investigating 
staff and hold preliminary brief- 
ing sessions with the networks. He 
set June 30, 1957, as a target date 
for completion of the work. 


® His report on,;the network in- 
vestigation was part of a detailed 
review of FCC operations which 
he submitted as the commerce 
committee opened its long-herald- 
ed investigation of tv’s growth 
problem. 

Under committee questioning, 
Commissioners Rosel Hyde and 
Robert Bartley outlined their sharp 
differences with the other com- 
missioners over recent decisions 
authorizing vhf stations in markets 
which were formerly all-uhf. 

In his statement to the commis- 
sion, Chairman McConnaughey 


contended that these grants could | 


be changed if the commission sub- 
sequently decides to shuffle the 
assignments and create all-uhf and 
all-vhf markets. 

But Commissioner Hyde warned 
that the mew vhf operators and 
members of the public who buy 
vhf-only sets will acquire rights 
which will be difficult to contest. 


® With unusual feeling, Commis- 
sioner Hyde told the committee: 
“Those of us who opposed these 
grants are accused of advocating a 
freeze. I think I can show that the 
very opposite is true. If uhf is de- 
stroyed and television is confined 
to 12 or even 15 channels, that will 
be a real freeze, which will be a 
terrible tragedy for our system of 
broadcasting.” 

Chairman McConnaughey ar- 
gued that the commission is un- 
willing to hold up grants indefi- 
nitely while the uhf problem is 
reconsidered. He contended FCC 
has an obligation to provide as 
much service as possible in every 
market. 

In reply, Commissioner Hyde 
argued that expanding, competi- 
tive tv service like that which the 
U.S. obtained in radio cannot be 
obtained without more channels. 
And, he said, the space for these 
channels is available only in uhf. 

“Unless we act to make it clear 
that we intend to foster uhf,” he 
said, “an unfortunate psychology 
will result which will discourage 
broadcasters, networks, and man- 
ufacturers from moving ahead 
with investments in uhf.” 


Grant Names Four to Staff 


Two account executives, a radio- 
television coordinator and an art 
director have joined the staff of 
Grant Advertising. In the Chicago 
office, Maurice F. Dunne Jr., for- 
merly vp and partner of Dunvar 
Inc., manufacturers’ representa- 
tive, has been named an account 
executive; Victor C. Heidorn, for- 
merly with Maurice C. Sellers 
Studios and with Grant from 1943 
to 1945, returns as an art director, 
and Jeanne Ruzek, formerly with 
Earle Ludgin & Co., joins the ra- 
dio-tv department. George Stewart 
Griffin, previously a manager for 
Sterling Drug Co. in Bogota and 
Mexico, will serve as an account 
executive in one of Grant’s eastern 
offices. 


Ross Roy Inc., exec vp; Maurie 


Barnett, Katz Agency, secretary, 


O'Conner 
Moeller 


ADS OFFICERS—New officers of the Los Angeles chapter of Alpha 
Delta Sigma, national professional advertising fraternity, meet to 
make plans for 1956. Shown looking over the past presidents’ 
plaque are Norm Moeller, West-Marquis Inc., president; Joe Mohl, 


alumni affairs; Tom O’Conner, vp in charge of campus affairs; Ray 


nelley Corp., 


Webster 


Webster, CBS, vp in charge of 


and Bob Vogel, Reuben H. Don- 
treasurer. 


Revlon Revels, Bishop 


(Continued from Page 1) 
spectaculars. Mr. Spector was en- 
gaged in a running battle with 
NBC shortly after they began and 
has frequently and vehemently ex- 
pressed his dissatisfaction with 
their contents. 

Discussing the company’s finan- 
cial situation, Mr. Spector con- 
tinues: 

“During the past six months, a 
new television program sponsored 
by your company’s principal com- 
petitor unexpectedly captured the 
imagination of the public. In spite 
of this, it is significant that sales 
for the last quarter were the high- 
est in your company’s history; and 
would have been substantially 
greater, if the Connecticut floods 
had not delayed shipments of criti- | 
cal packaging materials.” 


® Last July, Hazel Bishop missed 
its quarterly dividend payment and 
Mr. Spector laid part of the blame 
at the foot of NBC for the spectac- 
ulars “which did not pay off.” He 
said at the time that he expected 
sales for the fiscal year to be about 
$16,000,000, and he predicted that 
the annual report would show sub- 
stantial earnings (AA, Aug. 1, 55). 

Setting up its own manufactur- 
ing operations and opening up for- 
eign markets cost Hazel Bishop 
more than $600,000 in non-recur- 
ring expenses last year, Mr. Spec- 
tor reported. 

Currently Mr. Spector is engaged 
in trying to swing a cancelation of 
Bishop sponsorship of “This is 
Your Life’ over NBC-TV. NBC 
will most likely grant his request 
and Procter & Gamble, now an al- 
ternate sponsor, is expected to 
pick up the other half of the tele- 
cast. 

This week Hazel Bishop picked 
up a segment of the “Bob Crosby 
Show” over CRBS-TV and in- 
creased its participation in the) 
“Garry Moore Show,” on the same| 
network, from once to_ twice} 
weekly. 


® Concluding his report to stock- 
holders, Mr. Spector wrote: 
future of your company is bright. 
As a result of its advertising ex- 
penditures of over $18,000,000 dur- 
ing the past six years, its devotion 
to the highest quality standards 
and its aggressive sales policies, 
Hazel Bishop cosmetics should not 


share of the rapidly growing cos- 


to Evaluating Effectiveness of Television 


‘for 1954. 


“The | 


only achieve an ever-increasing | 


Balks When It Comes 


|metic volume but face lessened 
competition from marginal 
brands.” 


® Mr. Revson said that Revlon 
experienced “the greatest dollar- 
volume growth for any one year 
in the company’s 24-year history,” 
and that this year’s sales repre- 
sented a gain of $18,000,000 over 
1954 sales. Net earnings for the 
year will be approximately $3,- 
500,000, compared with $1,207,824 


Expansion of markets, addition 
of thousands of new direct ac- 
counts and the introduction of a 
few highly successful new prod- 
ucts were largely responsible for 
Revion’s successful year, Mr. Rev- 
son explained. But prior to the 
premiere of “The $64,000 Ques- 
tion,” and before the introduction 
of Futurama, Living Lipstick, 
Satin Set and other products, sales 
for the first six months of 1955 
jalready had increased 3%, he 
pointed out. 


® The company placed its adver- 
tising budget for 1956 at more 
than $10,000,000. Among the prod- 
ucts to be introduced this year are 
Clean and Clear (a deep skin 
cleanser), an Aquamarine deodor- 
ant stick and others now in test. 

This week Revlon named Emil 
Mogul Co. to handle its entire 
Aquamarine line, including lotion, 
spray mist and deodorant. The 
agency already has Aquamarine 
shampoo and Silken-Net hair 
spray. C. J. LaRoche and Co. pre- 
viously handled the transferred 
products. 


79 


‘Casual’ Call by Strouse and Reeves 
Nets Schlitz Business for Thompson 


(Continued from Page 1) 
|made no secret of the fact that it) 
wanted to put its beer experience | 
|—gained principally with Ballan-| 
tine and the U. S. Brewers Foun- | 
\dation—to work for another na-| 


tional beer brand. And in the past) 


lyear it has touched base with 
practically all the major brands. 


with Anheuser-Busch until that 
organization decided to remain 
with D’Arcy Advertising Co. Then 
on Dec. 21 it picked up Eastside 
in the reshuffle of the Pabst busi- 
ness, when Warwick & Legler re- 
signed the account in the wake of 
losing the Pabst beer business to 
Leo Burnett Co. JWT was sup- 
posed to become active on East- 
side March 1. 


® At any rate, a five-man Thomp- 
son team made a serious pitch— 
along with a number of other 
agencies—to a moderately inter- 
ested Schlitz management last No- 
vember. It had few contacts with 
the company after that, and when 
Toigo garnered the account as 
1955 drew to a close, Thompson 
verified the appointment routine- 
ly, and scratched Schlitz off its 
prospect list. 

Then last week Mr. Biow can- 
celed the Schlitz contract. Nor- 
man H. Strouse, JWT’s still-new- 
ish president, called Mr. Uihlein 
and asked if he could see him. 
(He had a speaking date Monday 
at the Newspaper Advertising Ex- 
ecutives Assn. meeting in Chicago, 
anyhow.) Mr. Uihlein said yes, and 
Tuesday morning Mr. Strouse and 
George Reeves, Thompson vp and 
Chicago office manager, were in 
the Schlitz offices. 


® There were no presentations, no 
charts, no graphs, no assistants. 
Their sales story was simple, un- 
embroidered, almost “routine”: 
Thompson had knowledge and 
competence in the beer business; 
it had stability, and depth of crea- 
tive services; no one could touch 
it, the two-man team insisted, in 
the size and effectiveness of its 
over-all facilities. 

Before noon, they had the $9,- 
000,000 account. As one observer 
expressed it: “Schlitz was in the 
mood for a little stability.” 


® The afternoon was spent dis- 
cussing the beer business, the 
problem of television commercials, 
and other workaday problems, in 
general terms. No grand strategy 
has been decided; no personnel 
has yet been definitely assigned 
to the account. 

Schlitz needs an advertising 
manager to replace Edwin Self, 
whose resignation was part of the 
furore kicked up around the ac- 


Rival Boosts Roth, Conaghan; 
Appoints Jones, Sokoloff 

Rival Mfg. Co., 
Mo., maker of the Can-O-Mat, | 
Juice-O-Mat, Ice-O-Mat, Broil-O-| 
Mat and other housewares, has 
promoted George B. Roth to sales | 
promotion manager and John D. | 
Conaghan to assistant sales man- | 


Mr. Conaghan formerly was sales 
office manager. 

Appointed to the company’s ad- 
vertising department are D. Tom 
Jones and Paul Sokoloff, who were | 
added to the staff to assist in| 
Rival’s “stepped-up advertising 
and promotion program for its ex- 
panded line of housewares.” 


Kansas City, | | , 


ager. Mr. Roth has been advertis- | 
jing manager and will continue to| 
supervise all advertising activities. | 


WILLIAM M. FINE has been named 

general manager of the West Coast 

| offices of McCall’s, to be opened 

lin Los Angeles and San Francisco 

| by September. He formerly was 

fashion advertising manager of the 
magazine. 


Reportedly, it was near success | 


,count in the past three weeks. 
Having resolved the agency ques- 
|tion, top management is now re- 
ported making progress in his 
‘selection. 


® Meantime, within Biow-Beirn- 
Toigo, considerable attention was 
|\focused on Hudson Pulp & Paper 
|Co. As indicated in AA last week, 
Hudson is still disposed to stay at 
Biow, provided proper service can 
be established. 

This week Irwin A. Zuckerman, 
vp of Hudson’s consumer products 
division, wrote Milton Biow to say 
in part: 

“While our interests are directly 
affected by the personnel changes 
in your agency, we would iike to 
remain with you if a high caliber 
of service and creative effort can 
be maintained. 

“In view of the uncertainties 
created by these changes, we feel 
it is a routine caution for us to in- 
terview other agencies so that we 
will be in a position to act if for 
any reason it becomes advisable. 
Therefore, we are inviting a select 
group of advertising agencies to 
make a forma! solicitation of the 
account with the understanding 
that we have not resigned and that 
we are hopeful it will not be nec- 
essary... We intend to give a copy 
of this letter to each agency...” 


® The Hudson account, which 
currently runs about $900,000, came 
to Biow after the breakup of the 
Duane Jones Co. Hudson’s man- 
agement is understood to feei re- 
luctant, having had one agency 
“shot from under them,” to go 
through a similar experience. In- 
cluded in the group of around eight 
agencies which received invita- 
tions are agencies ranging from 
$20,000,000 in annual billing to 
others in the more than $60,000,- 
000 bracket. 


s Whatever happened to other 
Biow accounts, the Pepsi-Cola 
switch was already making itself 
felt in the agency’s personnel de- 
partment, as people followed Pepsi 
to Kenyon & Eckhardt. 

The following persons left Biow 
for K&E last week: Roger Varin, 
senior account executive; Rosly 
Relin, account executive for 
national advertising; Daniel Sul- 
livan, copywriter; Doris Shapiro, 
Ruth Lang, Louise Haut and Jack 
Temares, assistants to account su- 
pervisors. All had worked on Pepsi 
at Biow and will work on it at 
K&E. 


Waring Mixor Sues Scoville 
for Patent Infringement 

A civil suit filed in Chicago by 
Winsted Hardware Mfg. Co. against 
Scovill Mfg. Co. charges infringe- 
ment by Scovill’s Hamiltcn Beach 
Co. division of three patents on the 
Waring Mixor’s three-speed thumb 
switch. Winsted manufactures the 
Waring Mixor, which is sold 
through Waring Products Corp. 
Both are subsidiaries of Dynamics 
Corp. of America, New York. 

The suit asks an injunction 
against Scovill’s continued use of 
the patented Waring switch in its 
own portable hand rnixer sold un- 
der the Hamiltcn Beach name, as 
well as damages and costs. 


Brownlee Named Exec VP 

Stuart D. Brownlee has been ap- 
pointed exec vp of Canadian Ad- 
miral Corp., Port Credit, Ontario. 
Before joining Admiral, Mr. 
Brownlee was general manager 
and secretary of the Radio-Elec- 
tronic Manufacturers Assn. of 
Canada. At the same time Edwin 
Whittaker, formerly supervisor of 
Admiral sales branches, was ap- 
pointed vp and general sales man- 
ager. 
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*Turkey World 


Advertising Pages and Linage in Farm Publications 


Official Figures for December and Year 1955 as Compiled by Publishers Information Bureau 


American Fruit Grower 
American Poultry Journal: 
Eastern Edition .. 
Midwest Edition . 
Pacific Edition .. 
Southern Edition . 


Average 4 Editions 


Arkansas Farmer .... 
Better Farming Methods 
Breeder's Gazette .... 
*Broiler Growing ... 
*California Citrogr: ph 
*California Farm Bureau 


“County Agent & 
Vo-Ag Teacher .... 
*Electricity on the Farm 
*Farm Management 
Farmer-Stockman: 


#Oklahoma Edition 


Texzs Edition ... 


Average 2 Editions 


*Florida Cattleman 
*Florida Grower & 


Rancher 


Kentucky Farmer .... 
*Michigan Farm News 
*Mississippi Farmer .. 
*Missouri Farmer .... 
*National 4-H News .. 
National Live Stock 


Producer 


*Nation’s Agriculture 
*New Jersey Farm & 


Garden 


*Ohio Farm Bureau News 
Poultry Tribune: 

Eastern Edition .. 
Central Edition .. 


Southern Edition 


#Pacifice Edition .. 


Average 4 Editions 


§2*Southern Farm & 


*Western Livestock 


Total Group 
ZtNot included in totals. tNot published in December. §Published quarterly effect 
limes) in December 1954; 1955 figures shown are for October-November-December issues. 
to 756-line page in July 1955. 


Semi-Monthlies 


-—-Total Advertising, in Pages —. 


Farm Magazines 


Year 


-——— Total Advertising, in Lines ——, 


Dec. 
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tBetter Farming — 58.3 
Capper’s Farmer .... 38.5 32.7 
tFarm Journal and Country Gentleman: 
t2Naetional Less Western 
SD cbassene — 86.1 
#Central-East Edition 97.3 —— 
Southern Edition . 83 —— 
Western Edition . 100.7 87.8 
Average 4 (or 3 or 2) 

Editions ........ 98.7 87.0 
§Farm & Ranch—Southern Agriculturist: 
Southeastern Edition 30.7 25.2 
Southwestern Edition 36.6 29.4 

Weighted Average 2 
a 33.7 27.3 
Progressive Farmer: 
#Carolina-Va. Edition 70.2 70.9 
2#Ga.-Ala.-Fla. 
Edition ........ 69.7 712 
#Ky.-Tenn.-W.Va 
CD css ceces 66.3 65.3 
Miss.-La.-Ark 
Edition ........ 67.0 70.9 
Texas Edition ... 72.1 76.3 
Average 5 Editions 69.1 71.0 
Successful Farming ... 58.8 55.9 
Total Group ...... 7 332.2 
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24.9 
67.7 


821.0 788.6 11,511.4 10,823.6 385,998 


t*lIowa Farm & Home 10.6 226 257.0 
*Rural Gravure ...... 6.7 5.5 178.2 
*Texas Ranch & Farm 98 123 £1780 

Total Group ...... 27.1 404 613.2 
+ Twelve issues in 1955; thirteen issues in 1954. 


Newspaper Monthly Farm Sections 


311.2 
97.9 
226.6 


635.7 


10,795 
6,710 
9,996 


27,501 


SSeS - 


Year Year 
1955 1954 
238,941 394,024 

. 263,120 
214,983 463,386 
312,888 
311,387 
547,096 464,244 
346,658 463,815 
189,192 178,522 
214,300 8 221,139 
201,746 199,830 
751,716 740,956 
786,891 760,020 
731,617 716,638 
727,360 727,074 
753,199 743,920 
750.156 735,721 
456,206 441,747 

2,498,257 


Southern Editions replaced the National Less Western Edition in June 1955. Cumulative figures shown for National Less 
Western Edition for 1955 are for the period ending May 1955. §Changed to Southwestern and Southeastern Editions in 
1955. Last year’s pages and lines for Southeastern Edition are an average of the 1954 figures for Upper South 
and Lower South Editions. #¢Not included in totals. 


Monthlies 
2t*Agricu'tural Leaders’ 
Digest 


Publications with an * report directly to ApvERTISING AGE 


Commercial Dis- 
play Excluding 


Poultry, Classified Poultry, Classified 
and Livestock, and Livestock, 
in Lines —Total Advertising, in Pages—. ————Total Advertising, in Lines———, in Lines 
Dec. Dec. Dec. Dee. Year Year “Dee. Dec. Year Year Dec. Dec. 
1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 
Colorado Rancher 
& Farmer ........ 24.6 17.3 424.1 382.6 18,608 13,044 320,600 289,221 16,242 11,581 
—— 23,145 | Dakota Farmer ...... 34.9 39.5 804.2 769.1 27,370 30,952 630,495 602,951 26,015 30,258 
15,708 13,202 | Farmer, The 49.5 43.7 1,025.2 973.9 38,794 34,227 803,753 763,511 33,384 29,735 
Hoard’s Dairyman 39.5 344 586.3 531.9 28,720 25,019 426,848 387,203 22,567 19,042 
Idaho Farmer ....... 22.9 223 488.9 487.3 17,302 16,870 369,593 368,436 15,228 14,796 
35,438 | Indiana Farmer’sGuide 15.9 13.2 323.0 306.5 12,442 10,350 253,043 240,265 9,574 7,571 
40,003 ———— | Kansas Farmer ...... 21.2 218 546.9 535.9 16,102 16,583 415,647 407,314 13,562 14,232 
40,433 ——— | Michigan Farmer .... 34.8 30.9 689.3 679.6 26,756 23,721 529,353 521,908 21,971 19,491 
41,434 36,153 | Missouri Ruralist .... 25.1 198 596.0 540.4 19,126 15,083 452,967 410,727 17,191 13,254 
Montana Farmer- 
40,623 35,795 Stockman . 31.7 34.0 781.0 7418 23,996 25,739 590,443 560,809 19,222 19,565 
Nebraska Farmer .... 45.7 44.2 998.6 980.0 34,546 33,445 754,952 740,909 28,512 28,165 
11,524 9,165 | New England Homestead 26.3 24.3 434.7 434.6 18,428 17,034 304,285 304,211 13,120 12,070 
13,163 10,375 | Ohio Farmer ........ 41.2 37.6 802.9 744.3 31,661 28,846 616,620 571,621 26,637 24,665 
Oregon Farmer ...... 245 22.1 461.4 492.2 18,495 16,711 348,843 372,091 16,421 15,015 
12,343 9,770 | Pennsylvania Farmer .. 25.6 29.4 612.3 576.7 19,652 22,543 470,276 442,940 15,965 18,804 
Prairie Farmer: 
43,960 45,857 Z#Illinois Edition .. 49.8 47.9 1,115.0 1,029.5 36,272 34,890 811,742 749,499 27,677 28,247 
Z#Indiana Edition .. 48.5 47.0 1,083.9 1,002.0 35,272 34,252 789,068 729,423 26,767 27,609 
43,402 45,034 Average 2 Editions . 49.2 47.5 1,099.5 1,015.8 35,772 34,571 800,405 739,461 27,222 27,928 
Rural New-Yorker 22.7 19.1 387.7 372.9 17,819 14,996 303,978 292,332 14,880 12,191 
41,772 42,353 | Utah Farmer ....... 24.2 248 505.9 505.0 18,297 18,749 382,491 381,822 15,341 15,766 
Wallaces’ Farmer 58.3 52.3 1,189.3 1,144.5 45,690 40,973 932,444 897,297 38,402 36,180 
41,920 46,023 | Washington Farmer ... 26.0 22.8 471.1 5045 19,670 17,203 356,159 381,413 17,500 15,334 
43,694 48,346 | Western Farm Life .. 17.2 17.8 364.0 345.3 13,475 13,931 285,437 270,746 10,767 11,242 
42,949 45,522 GHerdsmen Edition . 7.3 9.8 239.0 253.3 5,705 7,672 187,358 198,577 2,250 910 
25,228 23,803 | Wisconsin Agriculturist 
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Commercial Dis- 
play Excluding 


Not included in totals. §This edition also carries all linage appearing in Western Farm Life. 


Free Press Prairie 


American Apgriculturist 26.2 22.0 3954 361.1 19,083 16,013 287,870 262,908 16,392 12,721 Total Group ...... 4,640.9 4,907.1 246,049 4,114,885 4,325,509 133,131 
La Choy Sets Largest Drive color ads in each of four store|woman’s Magazine, Family Circle| March 7. In addition to the mag-| Cerwin Boosts Larrick 
for Chinese Food Products distributed magazines and Don and Woman’s Day, beginning in azines and radio, La Choy will in-| Richard Larrick, an account ex- 
ecutive with Herbert Cerwin & 


Embarking on the biggest adver-| McNeill’s “Breakfast Club” over) the March issues. 
tising campaign in its history, La|the 330-station ABC network in| La Choy has dropped its partici- 
Choy Food Products, Archbald, O.,| 1956. Mr. “Chef La Choy” will| pation in NBC-TV’s “Home” to 
a division of Beatrice Foods Co.,| present La Choy Chinese foods to| take three participations weekly in 
Chicago, will use 12 consecutive! readers of Better Living, Every-|the McNeill radio show, starting 


crease its trade advertising and 
will use local newspapers and tv 
spots in some markets. Foote, 
Cone & Belding, Chicago, is the 
agency. 


Staff, San Francisco advertising 
and public relations company, has 
been named manager of the or- 
ganization’s Los Angeles office. 
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Home Improvement Gets Nod from Ike 


81 


Hirsch, Tamm Adds Two 
Hirsch, Tamm & Ullman, St 

Louis, has been appointed to han- 

dle advertising for Freund’s, St. 


By Stanley E. Cohen 
Washington Editor 

WasHINGTON, Jan. 26—Industry’s 
effort to cultivate the home repair 
business got a nice assist from 
President Eisenhower this week. 

With White House encourage- 
ment, the building and home fur- 
nishings industry long ago planned 
a promotion campaign to increase 
1955’s $12 billion improvement vol- 
ume by 25-50%. 

Industry groups involved in Op- 
eration Home Improvement (AA, 
Oct. 10, 55) visualized as much as 
$600,000,000 for national and local 
advertising, tied to the slogan, 
“ "56, the Year to Fix.” 

As a further contribution to this 
effort, President Eisenhower ad- 
vised Congress Tuesday that some- 
thing should be done to make it 
easier for home owners to finance 
their home improvement projects. 

Under existing law, FHA insures 
a maximum of $3,500, repayable 
in three years. With air condition- 
ing and other costly improvements 
becoming fashionable, the Presi- 


Meet A 
DOUBTING 
THOMAS! 


He didn't believe that 
$12.50 could buy a 


TV FILM 


FILMACK STUDIOS 


> CHICAG®, ILL. NEW YORK. N.Y. 
5b. WABASH 341 W. 44th St 


.gram for wool and lambs organ- 


dent would like Congress to au- 

thorize FHA to insure as much as 

$5,000, repayable over five years. 
ow 7 a 

More Food Ads? Sen. Homer 
Capehart (R., Ind.), a man who 
has carried many precincts and 
met some substantial payrolls, 
thinks more advertising may be 
part of the answer to surplus farm 
products. 

Though he is not on the Senate 
agriculture committee, he is trying 
to sell colleagues on a comprehen- 
sive program to strengthen farm 
prices by disposing of surpluses. 
One facet of this program would 
be market development advertis- 
ing, backed up with government 
money. 

The senator hasn’t filled in the 
details. But he is watching the 
newly launched promotion pro- 


ized by American Sheep Producers 
Council, in cooperation with the 
Department of Agriculture (AA, 
Jan. 16). Under this program a 
promotion fund of about $1,250,000 
is being accumulated, as growers 
contribute a portion of the price 
support money they receive from 
the government. 
8 e * 

Socialized Lawyers? Rep. James 
Roosevelt (D., Cal.) thinks the best 
way to insure respect for the anti- 


trust laws is to stimulate private 
damage actions. But he says his) 
investigations show that small) 
business men often cannot afford | 
the legal fees—up to $500,000—in- | 
volved in these cases. | 
To get more private litigation, | 
his bill (H.R. 7096) provides that | 
a business man who feels he has) 
been injured can go to a federal | 
court. If the court agrees that he 
has “probable cause,” he can bring | 
his case and bill the government | 
for “reasonable” legal fees. 
* - a 

Bond Man’s Recognition: Treas- 
ury’s savings bond division singled | 
out energetic Jake Movelever, chief | 
promotion manager for savings| 
bonds, as the first member of its 
organization to win a citation and | 
cash bonus for continuing out-| 


| standing service. The citation par-| 
|ticularly mentions his efforts to} 


develop motion picture support for | 
the savings bond program, includ- 
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PREMIUM POTS & PANS—H. J. Heinz Co. is offering five pieces of 

stainless steel, copper-bottomed cookware at about half retail price, 

providing the order coupon is accompanied by Heinz soup labels. 

The Norrisware offer is described on the reverse side of soup labels. 
Maxon Inc., Detroit, is the agency. 


Louis, baker of Oid Tyme rye 
bread and other baked goods, and 
Site, Flash & Mars Oil Co., which 
operates Site, Flash & Mars service 


stations in 
southern states. 


12 midwestern and 


°.9) FASTER 


multigraphed | 
planographing. 


from detail work. For rush 
uick service and fast 
ALL WAbash 2-8655. 


te 


Marie does it 


eee 


complete mailings, multl- 
graphing, mimeograph- 
ing, addressing, fill-in on 


etters, 


Marie keeps your Mail- 
ing List up-to-date, frees you 


ick-up, 
elivery 


Leller Shep Fon 
431 S. Dearborn Street, C icago $, Ill.) 


ing the recently released “Lassie” 
short, worked out with the “Las- 
sie” organization and sponsors to 
sell bonds to school children. 

3 a . 

No PX Surrender: The Defense 
Department has gone along with 
many Hoover Commission propos- | 
als eliminating activities which) 
compete with private industry. For | 
example, the service-operated| 
printing plants which produced re- | 
cruiting posters and advertising 
are to close by June 30. 

When it comes to any curtail- 
ment of commissary stores and 
post exchanges, however, the serv- 
ices draw the line. Retailers would 
like these operations closed down, 
but the Defense Department re- 
cently advised Congress: “Main- 
tenance of these facilities for the 
benefit of Armed Services person- 
nel and dependents involves basic 
factors of morale and military pay 
scales. 

“A reduction or denial of these 
privileges, it is felt, would work 
against current efforts to retain 
career personnel in the Armed 
Forces,” the department said. 

. . * 

Breather: The court of appeals 
made it clear last week that recent 
relaxation of the Federal Com- 
munications Commission’s attitude 
toward newspaper owners of tv 
stations will stick, so far as the 
courts are concerned. 

Losers in the fight for Channel 
8, Tampa, contended FCC departed 
from established anti-newspaper 
policy when it decided in favor of 
The Tampa Tribune. But the court, 
which ordinarily reverses more 
FCC decisions than it upholds, said 
FCC has a right to change its pol- 
icies if it wishes, so long as it is 
not arbitrary. 

Meanwhile newspaper publishers 
are wondering about the real 
meaning of last week’s decision 
giving Channel 7, Miami, to a com- 
pany owned jointly by the Cox 
and Knight newspaper interests 
and Niles Trammell, former presi- 
dent of National Broadcasting Co. 
Presumably FCC is considerably 
less concerned about newspaper 
ownership than it once was. 

On the other hand, close reading 
of the decision shows the commis- 
sion was not able to generate much 
enthusiasm for any of the three 
other applicants who battled for 
the permit. A decision against the 
newspaper applicants in that case 
would have shown the commis- 
sion to be more anti-newspaper 
than ever before. 


GOA Elects Rublof{ to Board 
Arthur Rubloff, chairman of 
Arthur Rubloff & Co., Chicago real 
estate company, and associated 
with Webb & Knapp, New York, in 
a number of projects, has been 
elected to the board of directors of 
General Outdoor Advertising Co., 


Chicago. 


JACKSON, MISS. 


State Times 


(EVENING AND SUNDAY) 


Delivers 


18.3% more 


dealer and carrier circu- 
lation in the Jackson city 
zone than any other eve- 
ning newspaper. 


(Based on information taken from A.B.C. 

publishers statements for the 6 months 

ending September 30, 1955.) 
e*eeee 


In the short space of one year, the State Times— 
the Newspaper Owned by the People—has con- 
vincingly demonstrated the greater value it offers 
to advertisers. Look at these additional facts: 


38% more department store lineage... 
74% more food lineage... 

30% more automobile lineage... 
107% more appliance lineage... 
More total display advertising... 
More total classified advertising 


since the State Times started publication than 
any other Jackson evening newspaper. 


(Lineage data based on 
media records statistics.) 


Represented by 


BURKE, KUIPERS & MAHONEY, INC. 
New York, Chicago, Detroit, Kansas City, Atlanta, 
Oklahoma City, Dallas, Charlotte, San Francisco 
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‘It's Time to Measure,’ Sears and 
Strouse Tell Newspaper Ad Managers 


(Continued from Page 1) 
Sears, Roebuck, first thrilled the 
ad managers by noting that Sears 
stores spent $42,000,000 in news- 
paper advertising last year. Then| 
he chilled them by indicating that 
Sears is earnestly studying other 
media, and that it’s “time to meas- 
ure” the effectiveness of the com- 
pany’s advertising investment. Mr. 
Hecht suggested that NAEA “name 
a small committee or task force to 
join with us in looking for some 
of the answers.” 


® Most unsettling of the two client 
expressions was undoubtedly the 
Sears manifesto, which confirmed 
earlier indications of restlessness 
in that organization. One of these 
was Sears’ appointment of Henry 
Mayers Advertising, Los Angeles, 
to help it “survey possible use of 
national media” (AA, Nov. 28, ’55). 
A more recent hint was the spon- 
sorship by Sears’ stores of a tv 
quiz show in the Chicago market. 

Mr. Hecht himself left little 
doubt in the minds of his hearers, 
referring to Sears’ measuring mood 
as “a small bomb,” a “burden of 
proof” on the newspapers and what 
might be interpreted as a “thinly 
veiled threat.” 

Actually, though, what Sears is 
up to is this, according to Mr. 
Hecht: It is “objectively” seeking 
a “practical yardstick” which can 
be used to measure advertising ef- 
fectiveness rather than exposure— 
“customers,” rather than viewers, 
listeners or readers. It was to pur- 
sue this “Holy Grail” of media 
measurement—as well as to pre- 
sent the case for newspapers—that 
Mr. Hecht suggested an NAEA task 
force be formed. 


s “Other media are more eager 
than ever to bite into the Sears 
retail advertising dollar,” he re- 
minded the space _ enthusiasts. 
“Each of them has its own siren 
song. They tempt us with talk of 
‘class media offering a new cli- 
mate for our goods.’ 

“They offer us circulation in 
large figures, circulation with 
staying power, they claim, not just 
one-day, one-shot readership. .. 

“They may be timing their bid 
weil,” he added. “They know we 
must measure.” 

Whatever its (considerable) im- 
pact on the NAEA get-together, 
Mr. Hecht’s speech failed to wor- 
ry at least one newspaper ad exec. 
He was Fred D. Moffitt of the Her- 
ald-Journal, Spartansburg, S.C., 
who recently entered the newspa- 
per field after 23 years with Sears, 
many of them as a store manager. 


= Mr. Moffitt assured his fellows 
that Sears is still in the newspaper 
medium to stay—“Though I sup- 
pose they’ll continue to scare you 
with the other media.” 

Mr. Moffitt went further: “A lot 
of you newspaper guys sell your 
space for too damn little,” he de- 
clared, “though this is something 
I never told you when I was a 
Sears manager.” 

Some interpreters at the con- 
vention were suggesting that im- 
pending rate hikes—resulting from 
increases in the cost of newsprint 
—may have had something to do 
with Sears’ new “fresh look” at 
the medium. Certainly they influ- 
enced at least two client speakers 
—Mr. Strouse and Lowell McEl- 
roy, vp of the Assn. of National 
Advertisers. 


® Their talks seemed to forecast 
a considerable jousting between 


national and retail advertisers as 
to which side should carry the} 
weight of future newspaper rate | 
increases. 


the $3-$5 a ton increase in news- 
print costs would have to be offset 


| 
| 


by some form of increased revenue. | 


But, he added, “we who serve na- 
tional advertisers feel sincerely 
that you must look to the retail 
field for additional revenues be- 
fore you come to us for increased 
rates. 

“If, when you have corrected 
that inequity, it is still clear that 
you need additional revenues in 
order to operate on a basis of 
proper return on your investment, 
I’m sure that no fair advertiser is 
going to consider increased rates 
other than proper,” he added. 


® Mr. Strouse admitted the pos- 
sibility that “we in the national 
field are biased” as to what the 
rate differential should be. On the 
other hand: “We quite properly 
feel that you are under undue 
pressure on the part of the retailer 
who is right down the street from 
you, and probably is a neighbor or 
golfing companion, to keep his 
rates low.” 

As a solution he made his pro- 
posal for a study group. “If this 
group were made up of respected 
names, acceptable to both national 
and retail advertisers, the findings 
would be respected by both groups, 
I’m sure,” he argued. 

Mr. McElroy seconded the mo- 
tion against current rate differen- 
tials by reminding the ad managers 
that newspapers “are subsidizing 
the marketing operations of those 
national or regional advertisers to 
whom they sell at lower rates 
merely because the stores in which 
the products are sold happen to be 
operated by the owners of the 
brands.” 


@ James W. Petty Jr., general 
merchandise manager of H. & S. 
Pogue Co., Cincinnati department 
store, took the retailer’s side, com- 
plaining of high rates now being 
charged retailers. These, he sug- 
gested, may be due not only to 
mechanical costs and labor costs 
but to “management inefficiency” 
resulting from lack of newspaper 
competition within many markets. 

Mr. Petty warned that rate in- 
creases May mean reduced adver- 
tising linage placed by retailers. 
“It is difficult to eliminate and cut 
down on people,” he observed, “but 
it is fairly simple to cut out pages 
of newspaper space. It would be 
wise for the newspapers to keep 
this in mind as they examine their 
rate structures.” 


® On the matter of r.o.p. color, the 
newspaper admen also got some 
conflicting comments. Vincent R. 
Bliss, president of Earle Ludgin & 
Co., Chicago, told them that news- 
paper color is one of the principal 
media advances of the last decade, 
and an important part of the gen- 
eral “resurgence of newspapers as 
an advertising instrument.” 

Mr. Petty, on the other hand, 
complained of r.o.p. color quality. 
“I can name on one hand those 


cities that I feel have respectable | 


color reproductions in run-of-pa- 
per positions,” he said. 

A. C. Ensrud of J. Walter 
Thompson, member of an NAEA- 
Four A’s color committee, present- 
ed this figure on r.o.p. color: The 
number of newspapers offering it 
has increased from 570 in January, 
1955, to 645 at present. 


# On the convention’s business 
side, Karl T. Finn, advertising di- 
rector of the Cincinnati Times- 
Star, was elected NAEA president 
for the next year, succeeding Wil- 
son W. Condict, St. Louis Globe- 
Democrat. Gilbert P. Swanson, 


client-side speakers at the NAEA 
eral retail merchandise and sales 


Chronicle, succeeds Mr. Finn as 
lst vp. 

Chas B. Lord, Indianapolis Star 
& News, was elected 2nd vp. New- 
ly-elected members of the NAEA 
board of directors include: 

Monroe Green, New York Times; 
Eric Wilson, Montreal Star; Joe 
Lubben, Dallas News; Richmond | 
W. Earnes, Woonsocket Call; Le-| 
roy F. Newmyer, Toledo Blade; 
Julian Herndon, Little Rock Dem- 
ocrat; Richard Stephenson, Rich- 
mond News-Leader, and Hollis| 
Nordyke, Tribune, Ames, Ia. 

Robert C. Pace, Danville, IIL, | 
was reelected secretary-treasurer 
of the association. 


‘Better Living’ Is 
2nd Store Book to 
Cut Rate, Guarantee 


(Continued from Page 1) 
circulation figures for 1955, so it 
did not know whether any rebat- 
ing would be necessary. 

Last week, Woman’s Day an- 
nounced a reduction in guarantee 
from 3,750,000 to 3,375,000 and 
said national advertisers received 
rebates of 6.86%, on the basis of 
a delivered average of 3,500,000. 

The magazine also announced a 
10% cut in advertising rates, with 
the b&w page rate going from $11,- 
200 down to $10,080. 

Family Circle reported a pub- 
lisher’s estimate of an average net 
paid of 4,100,000 for 1955, com- 
pared with a guarantee of 4,000,- 
000. Everywoman’s Magazine, with 
a guarantee of 1,800,000, had no 
estimate ready today of its 1955 
circulation performance. 


Operation Home Improvement 
Names Doscher and Moore 
John R. Doscher, formerly as- 
sistant to the publisher of Life, 
has been appointed executive di- 
rector of Operation Home Im- 
provement, a nationwide promo- 
tion campaign designed to get 
families to modernize their homes. 
Prior to his serv- 
ice with Time 
Inc., Mr. Doscher | 


was with an ad-| 


on weer 


vertising agency 
| in Albuquerque | 
i. and was also pro- 
motion manager 
of Mechanix Il-| 
lustrated. 

Don Moore,| 
formerly assist- 
ant to the pub- 
lisher of Small 
Homes Guide and Home Mod- 
ernizing, has been named assistant 
|director. OHI, scheduled to run) 
|through 1956, is sponsored by the| 
Chamber of Commerce and some 
50 trade associations and compa- 
nies in the building, home equip- 


John Doscher 


Mr. Strouse said frankly that| Spokane Spokesman-Review and/ment and finance fields. 


Strouse 


NAEA WARM-UP—As president of the Newspaper Advertising Execu- 
tives Assn., Wilson W. Condict gives pre-flight instructions to key 


convention—Fred C. Hecht, gen- 
manager, Sears, Roebuck & Co., 


and Norman Strouse, president of J. Walter Thompson Co. 


Merger Lifted 
‘Liability’ from 
Curtis: Babcock 


(Continued from Page 1) 


ecutives -and further technical 
testimony by Farm Journal repre- 
sentatives. Agency executives are 
being called by the defense to ex- 
plain to FTC Examiner Frank Hier 
just how they select media for 
their clients. 


® The bulk of the testimony this 
week was on interpretation of the 
June 6 agreement between Curtis 
and Farm Journal Inc. 

Mr. Babcock stated that when 
his company announced the avail- 
ability of regional editions for ad- 
vertisers in the spring of 1953, he 
had no knowledge that Curtis 
wanted to sell Better Farming. He 
said he first heard about it on 
May 21, 1955, when J. Howard 
Pew—an oil executive who was 
one of the original investors in 
1935, when Farm Journal was ac- 
quired—called to say he had heard 
from Walter D. Fuller, chairman 
of Curtis. 

“I was more startled than sur- 
prised,” he testified, admitting 
that his company realized Better 
Farming was “having a problem.” 

In relation to the acquisition of 
the subscription lists from Curtis, 
Mr. Babcock stated Farm Journal 
Inc. was assuming a “considerable 
liability,” not an asset, and was 
relieving Curtis of this liability. 


® “This list was just a list, and as 
such it would have no value,” he 
added. “It would be necessary for 
us to carry out the provisions of 
the contract.” 

The FTC examiner admitted 
later in the testimony that even if 
the FTC orders Farm Journal Inc. 
to divest itself of the subscription 
list (he admitted previously the 
government could not order Curtis 
to take Better Farming back), 
much of the Farm Journal Inc. 


|obligation would be terminated, 


because the bulk of the old sub- 
scriptions would have expired. 
He also pointed out that under 
Audit Bureau of Circulations rules 
only publishers of a similar mag- 
azine could have purchased the 
Better Farming subscription list 
and then split it up geographically. 
Instead, a subscriber must be of- 
fered a list of publications which 
are homogeneous and among 
which he may make a choice. 


® Earlier in his testimony, Mr. 
Babcock explained that an ad 
agency does not recommend a 
magazine—farm or otherwise—on 
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circulation alone. Farm Journal 
he said, led the farm field becausé 
of its quality and type of audience 
He also pointed out in his closi 
testimony that Farm Journal’ 
competition is not in the farm fiel@ 
alone, but in the general circula@ 
tion field. A good part of the ad 
vertising in the magazine come 
from general product advertisers 
and not merely from those produc 
ing farm equipment, he said. : 

Others who testified were Jame 
Edwards, president of Prairid 
Farmer Publishing Co.; Willian 
E. (Pete) Matthews, associate me 
dia director of Young & Rubicam 
and Carroll P. Streeter, editor o 
both Farm Journal and Town Jour- 
nal. Mr. Matthews agreed with Mr. 
Babcock in his explanation of how 
an agency selects a medium. 


FARM JOURNAL INC. 
INCREASES RATES 


PHILADELPHIA, Jan. 26—Farm 
Journal Inc. announced today an 
increase in its advertising rates for 
both Farm Journal and Town 
Journal effective with the August 
issues. Reason for the increases, 
which will average 34% or less, 
are higher costs of paper and pro- 
duction, the publisher said. 

The increase in no way is due to 
the higher circulations of both 
magazines which resulted from the 
acquisition of the old Better Farm- 
ing subscriptions, explained R. J. 
Babcock, president. New rates 
based on higher circulation went 
into effect with the February is- 
sues, he said. 

Only the full circulations of the 
magazines and those of their 
southern and western editions will 
be affected by the higher rates. 
The new central and eastern edi- 
ions, to be published in April, will 
show no change from already- 
issued rate cards. 

New rate cards are expected to 
be released by Farm Journal Inc. 
in about a week. 


Zimmerman Joins Agency 

Robert L. Zimmerman has been 
appointed public relations director 
of Calkins & Holden, Chicago, ef- 
fective Feb. 1. Formerly on the 
public relations staff of American 
Bakers Assn., Mr. Zimmerman al- 
so has been a Chicago newspaper 
man and was a combat correspon- 
dent for the Stars & Stripes in 
World War II. He succeeds James 
Ehrlicher, who resigned. Calkins 
& Holden also has named Mrs. Pat 
Rogers, previously with the State 
Street Council, assistant pr direc- 
tor. 


Manchester-Williams Appoints 

Manchester-Williams-Kreer, 
Chicago, has appointed George 
McGivern media director. Mr. Mc- 
Givern formerly was director of 
media of Grant Advertising, and 
prior to that, of Dancer-Fitzgerald- 
Sample. 


FRED W. ADAMS has been promoted 
to assistant sales manager in 
charge of advertising and mer- 
chandising of Nash Motors divi- 
sion, American Motors Corp., De- 
troit. Mr. Adams, who joined Nash 
in January, 1955, formerly was 
director of advertising and mer- 


chandising. 
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Sackheim, Margulies 
Are Hit by $500,000 
Shoppers Club Suit 


(Continued from Page 1) 
bank, with diverting and exag- 
gerating expense accounts to the 
combined tune of $50,000 and with 
obtaining names and addresses of 
club members for the benefit of 
“competing corporations.” 


® Last July, AA carried an ac- 
count of the $1,950,000 suit brought 
against the club and Messrs. Da- 
vid Margulies, Maxwell Sackheim 
and the latter’s agency by Sidney, 


Girard and Grosvenor Anschell, | 


co-partners in the International 
Gift of the Month Club. The trio 
charged the agency man _ with 
learning the “confidential and se- 
cret” operational setup of Interna- 
tional Gift and using the informa- 
tion to compete with it. 

The Anschells said the Sackheim 
agency was retained to handle 
International’s advertising, but in- 
stead of doing that, Mr. Sack- 
heim started competing with therm. 
They added that Mr. Sackheim and 
Mr. Margulies “conspired togeth- 
er” and started a business “simi- 
lar in type to that of Internation- 
al.” All charges were denied by 
the defendants. 


® Mr. Roach’s suit says that his 
agreement with Mr. Margulies and 
Mr. Sackheim put him in charge 
of purchasing gift items and ar- 
ranging mailings from overseas. 
Mr. Margulies was to handle do- 
mestic mail order aspects of the 
business, while Mr. Sackheim was 
to “conceive and develop publicity 
and advertising.” 

The ownership arrangement 
called for a 50% cut for Mr. Mar- 
gulies, a 20% portion for Mr. 
Sackheim, a 20% slice for Mr. 
Roach. The Sackheim agency was 
“entitled to the usual agency fees 
for development of promotional 
material and buying of advertising 
space.” 

Mr. Roach charged that Mr. 
Margulies “made excessive and 
exorbitant charges for services and 
facilities against the defendant 
Shoppers Club, far in excess of the 
actual cost thereof,” amounting, 
he said, to $750,000 or more. 


® Mr. Roach charged Mr. Sack- 
heim “was motivated to cooperate 
and conspire with Mr. Margulies 
by reason of the fact that Messrs. 
Margulies and Sackheim have 
placed through Mr. Sackheim’s 
agency approximately $2,500,000 
worth of advertising, less the cost 
of promotional mailings, upon 
which suis Mr. Sackheim has re- 
ceived substantial sums by way of 
commissions of at least 15% and 
much of which advertising has 
been placed without consideration 
to the needs therefor but sub- 
stantially for the purpose of ob- 
taining advertising fees and com- 
missions and without action or 
approval by the board of directors 
of the Shoppers Club.” 

All advertising placed as com- 
plained of by the plaintiff, the 
def ndants replied, “was with his 
full knowledge and consent... All 
payments for advertising were in 
accordance with established rates 
recognized in the advertising in- 
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Square Angel-Food Cake Pan 


— Fon 


friendiy to food 


WEAR-EVER ALUMINUM 


| ANGEL FoOoD—This four-color ad 
|will promote the new Mrs. Amer- 
|ica Wear-Ever square angel food 
|jcake pan in the April issues of 
|Better Homes & Gardens, Good 
| Housekeeping, Progressive Farmer 
and Sunset, and the May issue of 
American Home. 


GOP ‘Sabotaged’ 
Bipartisan Ad 
Fund, Says Butler 


WASHINGTON, Jan. 27—Chair- 
/man Paul Butler reported today 
| that he has finally decided on an 
agency to handle the Democratic 
National Committee account for 
the 1956 political campaign. 

Although the name of the agen- 
cy will not be disclosed until next 
week, Mr. Butler indicated that his 
|search, extending over a period of 
| several months, is finished. In re- 
cent weeks, several prominent 
Democrats have commented on the 
fact that Mr. Butler has had a 
difficult time finding an agency 
that will accept the account and 
which is, in turn, acceptable to the 
Democrats. 

(As AA went to press, Norman, 
Craig & Kummel, New York, was 
announced as the agency for the 
Democratic National Committee. 
See news flash on Page 1.) 

Until now Mr. Butler refused to 
| comment on these statements. To- 
|day he would say only that some 
|25 agencies told him they did not 
think their clients would like it 
if they accepted the Democratic 
National Committee account. 

Mr. Butler also charged today 
that the Advertising Council’s 
| proposed bipartisan political con- 
| tribution campaign has been “sab- 
| otaged” as a result of non-coop- 
eration from Republicans. 


® Originally proposed by Philip 
L. Graham, publisher of the 
Washington Post & Times Herald, 
the campaign, it was contem- 
plated, would involve about $10,- 
000,000 in national advertising. It 
would have urged citizens to con- 
tribute to the fund-raising cam- 
paigns of the party of their choicc 

Mr. Butler said Republicans 
initially agreed to join in the proj- 
ect but subsequently failed to pro- 


dustry, to the knowledge of the | yide four representatives on the 
plaintiff, who likewise was famil- | pipartisan sponsoring committee. 
iar with the fact that Maxwell | “My own opinion,” he said, “is 
B. Sackheim Co., the advertising ‘that when they found it was pos- 
agency through whom the adver-| cinje to raise $5 million by din- 
tising was effected and handled, | ners for party fat cats they didn’t 
and Maxwell B. Sackheim, its| want to be concerned with the 
principal officer, have an exceed- | average contributor who would 


ingly high reputation for integrity 
and accomplishment in nationwide 
advertising activities.” 


Gartield Linn Adds One 

Sinclair Glass Co., Ceredo, W. 
Va., and Chicago, has appointed 
Garfield Linn & Co., Chicago, to 
handle its advertising. 


give only $2 to $5.” 


® Theodore Repplier, president of 
the Advertising Council, confirmed 
that the proposed political fund 
raising campaign was abandoned 
Jan. 19 because the council 
was unable to form a biparti- 
san committee to sponsor it. 


_ Last Minute News Flashes 


National Key Account Moves to Blaine-Thompson 


New York, Jan. 27—National Key Co., Cleveland, has moved its ad- 
vertising and sales promotion account from Allied Advertising Agen- 
cy, Cleveland, to Blaine-Thompson Co. here. 


Ogilvy, Benson & Mather Takes Tetley Tea 


Geyer Advertising to Ogilvy, Benson & Mather. Tetley reported itself 
|in 1955 as spending $500,000 on advertising. 


Putnam Leaves Old Town, Rejoins ‘Newsweek’ 

New York, Jan. 27—Borden Putnam, treasurer of Old Town Corp., 
| will rejoin Newsweek Feb. 1 as vp and executive director of its inter- 
|national editions. Before 1950 he was business manager of Newsweek 
|and then was a partner and publishing consultant of J. K. Lasser & Co. 
| before joining Old Town, a stationery house, in 1953. Before his first 
|hitch with Newsweek, Mr. Putnam was a director and treasurer of 

McGraw-Hill for 15 years. 


Gilbert Joins McCann-Erickson 

New York, Jan. 27—Reginald E. Gilbert, formerly advertising and 
sales promotion manager of General Bronze Corp., has joined McCann- 
Erickson as sales promotion supervisor of the Owens-Corning Fiber- 
glas group of accounts. Kenneth E. Nelson, formerly an account ex- 
ecutive with G. M. Basford Co., has succeeded Mr. Gilbert at General 
Bronze. 


Garfield Is Elected Peck Board Chairman 


New York, Jan. 27—Sidney Garfield has been elected board chair- 
man of Peck Advertising Agency. Mr. Garfield was president of 
Hirshon-Garfield for 17 years, before its consolidation with Peck last 
April. Since the merger he has been chairman of the agency’s execu- 
tive committee. 


Review Board Brings Films Under NARTB Code 


CARMEL, CAL., Jan. 27—The tv code review board of the National 
Assn. of Radio & Television Broadcasters has adopted a resolution 
bringing tv film producers and distributors under the code. 


Nielsen Coverage Survey Is Set 

Cuicaco, Jan. 27—A. C, Nielsen Co. announced today that in view 
of the strong support received for its Nielsen Coverage Service, em- 
bracing both radio and tv, work on the huge project will be started 
in a few weeks. It will take about six months to complete. Orders for 
the service already have been received from three networks, 56 ad- 
vertising agencies and more than 300 stations. 


McCain Is ‘Columbian & Sun’ National Ad Manager 


VANCOUVER, WaSH., Jan. 27—Robert V. McCain, a member of the 
advertising staff of the Vancouver Columbian & Sun since 1953, has 
been named national advertising manager, effective Feb. 1. 


Doherty, Clitford Gets Cognac; Other Late News 


® Browne Vintners Co., New York, has named Doherty, Clifford, 
Steers & Shenfield to handle advertising for Martell cognac, which 
Browne took over last year from Park & Tilford Distillers Corp. Storm 
& Klein, now merged with Emil Mogul Co., formerly was the agency. 


® Rep. Burr P. Harrison (D., Va.) introduced legislation today to re- 
quire that all commercial advertising mail pay the first class rate. 
His bill, H.R. 8810, would retain the bulk third class rate for non- 
profit organizations which currently enjoy preferred status. In re- 
questing prompt hearings, he said constituents throughout his district 
are complaining about the volume of advertising that comes to them 
at cheap rates. 


® Hydro-Aire Inc., Burbank, Cal., aviation subsidiary of Crane Co., 
has appointed Byron H. Brown & Staff, Beverly Hills, to handle its 
advertising and public relations. Aircraft trade publications and direct 
mail will be used. Roy S. Durstine Inc., Los Angeles, formerly had 
the account. 


® Leslie M. W. Neville has resigned as advertising manager of Gen- 
try to become vp of Gourmet Inc., effective Feb. 1. 


® Hearst Advertising Service, New York, probably the world’s largest 
advertising selling organization, a subsidiary of Hearst Publishing Co., 
has incorporated, with Herbert Beyea as president. Mr. Beyea had 
been general manager. 


® Appointment, effective Feb. 6, of Newell T. Schwin as sales man- 
ager for CBS-TV’s newly acquired Terrytune Films set off a series of 
reassignments at CBS, New York. Mr. Schwin’s former post, manager 
of sales development for CBS Radio Spot Sales, will be taken over by 
Ole Morby, now manager of station relations for CBS Radio. Mr. 
Morby, in turn, will be replaced by Eric Salline, now radio network 
sales service manager. No replacement has been named for Mr. 
Salline. 


® Total 1955 export advertising expenditures by U.S. manufacturers 
set a new record of $14,976,692, compared with ’54’s total of $14,259,- 
000, according to Export Trade & Shipper’s 16th annual survey, to be 
released Jan. 30. Pages carried in reporting export publications 
dropped from 27,813 in ’54 to 24,210 in ’55. The dip in page volume is 
attributed to higher rates. 


® Shepherd Mead, whose best-selling book, “How to Succeed in Busi- 
ness Without Really Trying,” is now being brought out in a paper-back 
edition by Ballantine Books, has retired from the advertising business 
after 20 years to write. He was vp and television copy chief for Ben- 
ton & Bowles, New York. 


® The National Committee for Stevenson for President made its first 
full network buy of the ’56 political campaign, ordering a half-hour 
on NBC Radio for a Stevenson speech in Fresno, Cal., Feb. 4. Harry 
Lerner & Associates, San Francisco, placed the order. 


© Jerome R. Peskin, for the past three and a half years genera! sales 
manager of Industrial Publications Inc., Chicago, has resigned, effec- 
tive Feb. 1. He will announce his new plans shortly. 


New York, Jan. 27—Tetley Tea Co. is switching its account from | 


S-M Ad Hits Union 
News for Barring Its 
Magazines on Stands 


New York, Jan. 27—The Union 


News Co. action of barring 17 
weekly and monthly magazines 
from its stands in railroad and air 
terminals here and in other cities 
was blasted today by William A. 
Rogers, president of S-M News 
Co., which distributes the affected 


| magazines. 


“This action,” he said, “is the 
culmination of efforts by Union 
News and the American News 'Co., 
sole owner of Union News, to uti- 
lize the position of the Union News 
stands to increase commissions 
and allowances on S-M magazines 
to what we consider unreasonable 
levels.” 


® The argument all started earlier 
this week over McCall’s change 
from a 25¢ to a 35¢ cover price 
and over what constitutes a fair 
markup on copy sales of Reader’s 
Digest. Union wanted the same 
wholesale price put on McCall’s 
as on other 35-centers. S-M has it 
2¢ above the others. On the Digest, 
Union wants a %¢ reduction. 

Henry Garfinkie, Union News 
head, told Mr. Rogers that unless 
the prices were revised the two 
books would be barred from his 
stands. According to Mr. Gar- 
finkle, Mr. Rogers replied that 
Union would carry all S-M maga- 
zines or none of them. 

Magazines involved include Bet- 
ter Homes & Gardens, Charm, Life, 
McCall’s, Popular Science, Reader’s 
Digest, Sports Illustrated and 
Time. Mr. Rogers said S-M publi- 
cations sell about 185,000 copies an 
issue on Union News stands. 


@ Mr. Rogers said Union News 
last month asked for an allowance 
boost on certain magazines and 
that a tentative agreement was 
reached—except that Union in- 
sisted on getting its copies from 
American News. 

“Due to such insistence, S-M en- 
tered into negotiations with the 
American News Co.,” he said. “Ne- 
gotiations broke down, however, 
when American’s demands for un- 
justified commission increases im- 
posed a condition with which S-M 
is unable to comply. 

“We feel American is using its 
position as the sole wholesaler- 
supplier of Union stands to impose 
unreasonable terms for the han- 
dling of our magazines. It is an 
interesting coincidence that during 
the course of the negotiations 
Victor Ziminsky resigned’as presi- 
dent of Union News and Henry 
Garfinkle took over the top post, 
in addition to his position as presi- 
dent of American News.” 


@ Mr. Rogers said S-M is “making 
every effort to supply dealers ad- 
jacent to Union News stands with 
additional copies.” He added that a 
page ad wil! appear in metropoli- 
tan dailies to explain where maga- 
zine copies may be purchased. 

Headline on the ad reads... “It’s 
a shame but you won’t be able to 
buy these leading magazines at 
Grand Central ... LaGuardia... 
Penn Station or other Union News 
Co. stands.” 

S-M distributes, in addition to 
those mentioned, Redbook, Out- 
door Life, Mademoiselle, Living 
for Young Homemakers, Bluebook, 
Young Men, Astounding Science 
Fiction, Fortune and Successful 
Farming. 


Belding Gets Honorary Post 
Don Belding, chairman of the 
board of Foote, Cone & Belding, 
has been appointed civilian aide 
for Southern California by Army 
Secretary Wilber Brucker. In this 
honorary post he advises the sec- 
retary on policies and activities 
involving army and civilian rela- 
tionships. 
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Rates: $1.25 per line, minimum charge 


lines (maximum—two ) 30 letters and spaces per line; upper & lower case 40 per | 
line. Add two lines for box number. Copy deadline, Chicago office, Wednesday 
noon 5 days preceding publication date. Display classified takes card rate of 


$15.50 per column inch, and card discou 


SAS IR OR ER RAINED TS i ER AD ARR BOE ASE AERTS IE A RI 


HELP WANTED 


POSITIONS WANTED 


POSITIONS WANTED 


WORKING ART DIRECTOR 
11 yrs agcy-studio exp. in layout & art 
direction on all lines. Produce complete 
job & follow thru on both collateral & 
space. Desire responsible & potential po- 
sition with estab. Mfr. or Adv. agency 
Box 7989, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


$5.00. Cash with order. Figure all cap 


nts, size and frequency apply. 


HELP WANTED seeks better things. Broad mfgr. & media 


Artist—Potential Art Director—Someone | 
permanent to grow with new company. | 
4 man staff-take charge of all art and /| 
production. Bonus, insurance, pension | 
etc.—we want a team man. 

RECORD ADVERTISING AGENCY, | 

FAIRBURY, ILLINOIS 
Wanted sales assistant with some experi- 
ence. Chgo Office. Newspaper - radio -| 
TY Representative. Please give details. 
Box 8052, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
Space salesman to represent two estab- | 
lished successful consumer magazines with 
more than 1,000,000 circulation in spe- 
cialized field. Chicago hdqgs with consid- 
erable travel. Hard worker. Experience | 
wanted. Salary, expenses, and benefits 
of large organization. 

Box 8046, ADVERTISING AGE 
200 E. Dlinois St., Chicago 11, Illinois 


BARNARD’'S ALERT EMP. SYSTEM 
NATIONWIDE 

BE SURE AT BARNARD’S 

Adv. Art Publ’g Research 

WA 2-2306 202 S. State Chicago 
FURNITURE ARTIST 

You'll enjoy life more in the Sunny 

South! Our company, largest of its kind 

in the South, has opening for artist with 


knowledge of newspaper advertising tech- | 


| requirements. 


|ideas plus meeting personality. $12,000 


exp. Current budget over half million. 
Young, family, college. 
Box 8058, ADVERTISING AGE 


TOP 4-A ACCOUNT 
EXEC. OPPORTUNITY 


Here's an oppty. that offers good mone- : 
tary returns in the future—starting as 200 E. Illinois St., Chicago 11, Illinois 


an account executive managerial| EXPERIENCED LAYOUT ARTIST 
position later! Must be sharp copy man— Well grounded in graphic arts production. 
industrial, consumer. Know all phases, Wishes to locate in Texas. Studio - small 
advertising, merchandising, & sales pro- | agency preferred. Excellent references. 
motion. Furnish resume, photo and ecm Box 8053, ADVERTISING AGE 

| 


35-45 200 E. Illinois St., Chicago 11, Illinois 
Box 8045, ADVERTISING AGE GRAPHIC ARTS MECH. PRODUCTION 
200 E. Illinois St., Chicago 11, Illinois | Know art, type, plates, schedules, costs in 
Top copy-contact on famous industrial | litho, letterpress, publ. and package. 
account in N.Y. 4A Ad Agency. ME de-| Worked in agcy. engrav. print. and publ. 
gree. Technical interest plus campaign Box 8039, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Executive editor, publisher available im- 
mediately. Experienced all phases busi- 
ness paper publishing. Capable of assum- 
ing all responsibilities of publisher. Will 
consider investment in or outright pur- 
chase of successful magazine in attractive 
field. Mature person of sound judgement, 
personable, hard worker. 
Box 8054, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


bid. Send complete personal Chronology. 
Box 8055 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
202 S. State Ha. 7-1991 Chicago 
Advertising Manager, under 40, heavy 
advertising experience, graphic arts, me- 
chanical and production, window mfg. | 
or allied field, top level man, stable back- | COPYWRITER—DIRECT MAIL 
ground, for new mfg. firm moving Se campaigns—all phases. Mfg. & 
|South Florida. Salary $8500 to $10,000.| Ad Agency exp.-cons. gds., services, elec- 


Send complete detailed resume with re-! tronics. 
cent snapshot. Box 8056, ADVERTISING AGE 


AGRICULTURAL adv.—sales prom. exec. | 


Copy/Laison/Pub. Rel.—8 years exp.—4 
4-A agency traffic coordination; 4 


yrs. 


| yrs. mail-order catalogs, brochures, sales | 


| letters, bulletins, promotions on all types 
of merchandise, dir. and consumer levels. 
| 6 yrs. college. 28. Single. Male. Personable, 
amiable, ambitious. Chgo. loc. 
| Box 8048, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
INDUSTRIAL ADVERTISING MANAGER 
Consider the man: Honest, conscientious, 
| intelligent. Total 10 years well-rounded 
exp. as asst. adv. mgr. and account exec. 
mostly industrial. Chicagoland preferred. 
| Box 8047, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y 
| Tep Creative Art Director seeks challeng- 
| ing spot. Talented, hard-driving, versatile. 
Exp'd all phases adv. art. Will take less 
for real opportunity. 

Box 8060, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES WANTED 


Sales representatives, dealers, distributors. 
Fast selling line of stock & printed to 
order billbooks, cash books, salesman’'s 
order books, printed business forms with 
or without carbon, used by every retailer, 
wholesaler, distributor, manufacturing & 
industrial firm. World's largest manufac- 
turer. Good side line. Free illustrated cat- 
alog. Age, Box 502, Great Neck, N.Y. 


MOST UNUSUAL OPPORTUNITY 
$25,000 
Annually, possibly tax exempt to the 
right party. You must be earning over 
$20,000 now. A proven advertising sales 
executive, with time to handle a few ex- 
tra sales along with your present duties. 
Highest references required. Investment 
invited, but not necessary. Contact in 
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l BUSINESS OPPORTUNITIES 
CALIFORNIA 


| Old established “one man” advertising 
agency available to thoroughly experi- 
enced man, two man or man and wife 
team, on liberal basis. Elderly owner de- 
sires to retire but will assist new owner 
during transition period. Located in fast 
growing city of 60,000 where potential is 
}unusually promising for genuine effort 
and ability. Little local competition. This 
| will require a minimum of $5000, includ- 
ing working capital. Balance of purchase 
price out of future billings. We are equal- 
ly interested in your background, experi- 
ence and ability. If you can qualify let 
us have your complete story, in confid- 
ence, in your first letter. 
Box 8049, ADVERTISING AGE 
| 200 E. Illinois St., Chicago 11, Illinois 
|A Chicago associate wanted capable of 
| administrating a lucrative contest depart- 
| ment now being augmented in a success- 
ful national newspaper and publication 
service company. A possibility of associ- 
ate investing and becoming financially 
interested. 
Box 8050, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
MERGE TO REDUCE 
OVERHEAD — INCREASE PROFIT 
Financially strong, 4-A Agency offers 
small agency opportunity to merge with 
fully staffed, successful operation. Write 
for convenient meeting. 
Box 8051, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Southeastern regional business magazine 
for sale. Good potential for publisher of 
several others or one who can give full- 
time to it. Well-established, but needs 
promotion. Moderately priced. Write P. O. 
Box 711, Richmond, Va. 


Box 8059, ADVERTISING AGE 200 E. Illinois St., Chicago 11, Illinois 
200 E. Illinois St., Chicago 11, Illinois 
ALL IS GRIST 
which comes to our mill. 
105 W. Adams St. 
Chicago 3, Ill. 


Confidence 


nique. Pleasant working conditions; no 
deadlines to meet; time for golf, recrea- 
tion or basking in the sun. Write Salary | 
required and enclose sample (which will 
be returned) to: National Stores, Box | Lila Molene 

6325-H, Atlanta, Georgia. | ANdover 3-4424 


MISCELLANEOUS 

COLOR COUNSEL 
Color harmony 99.3% accurate. Weekly 
Chicago calls. 
IRWIN DETCHON, 313 East Wabash Ave- 
nue, Crawfordsville, Indiana 
YOUR PRODUCT placed on National & 
Los Angeles Giveaway Shows at low cost. 
We also arrange film stars Endorsements. 
Write Roberts & Gail, 5880 Hollywood 
Bivd., Hollywood 28, Calf. 


J. H. Hisey 
Wayne Dispatch, Wayne, Mich. 


PUBLISHERS REPRESENTATIVES 
WANTED 
Established trade magazine interested in 
Middle West coverage. Currently gross- 
ing about $75,000 in area. Send complete 
details including current list, coverage, 
and manpower. 
Box 8049, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y 


PROCTER & GAMBLE 
Marketing Management 


Procter & Gamble is now made up of three major Divisions—Soap and Synthetics, Beauty Aids and 
Toiletries, and Foods. The Advertising Department of each Division is in the process of expansion, 
which means that we have a need for young men who can quickly take on important marketing 
responsibilities. 

Procter & Gamble has openings for young college men of promise and ability in its Advertising 
Department in the Cincinnati Executive Offices. While the openings di low are all within 
the framework of Advertising and Sales Promotion, the nature of the work is Marketing Management 
rather than “handling advertising” as most people understand it. For this reason, we are not looking 
for advertising “specialists”, such as layout men or copywriters, but rather for men with potentially 
good general business administrative ability. 


BRAND MANAGEMENT—The marketing problems of each of our brands are handled by a separate staff 
of marketing management men. Men employed for this work are trained to manage and be responsible 
for the effectiveness of the over-all Advertising and Promotion effort on an important nationally 
advertised brand. These positions involve working with many Company departments, including the 
Manufacturing Department on product development, the Sales Department on the development of 
promotions, and with the Advertising Agency on all phases of planning for the brand. 


COPY SUPERVISION—Copy Supervisors manage advertising copy operations on our brands principally 
by (1) representing the Company in a close working relationship with our agencies on ali phases of 
the development ot advertising copy and (2) evaluating agency copy proposals in the light of product 
facts, marketing objectives, and background knowledge of eifective selling techniques. These men 
do not write copy; this is a function of our advertising agencies. However, within our Advertising 
Department, they are responsible for the over-all effectiveness of advertising copy operations in 
radio, television, magazines and other media. 


MERCHANDISING—Merchandising men develop store promotions involving groups of Company brands, 
select and develop premium articles, e the country-wide sampling and couponing operations, 
assist the Sales Department in the conduct of trade conventions, and operate contests, il-ins, 
and other forms of promotion. 


MEDIA—Media men guide the Company in the investment of advertising appropriations. Working 
with the advertising agencies, they develop media plans on each brand using radio, television, 
magazines, newspapers, etc. 


THE QUALIFICATIONS WE LOOK FOR 


For all of these positions we search for men with good educational backgrounds, who have shown an 
interest in business and who we feel can quickly develop to positions of real responsibility. A 
knowledge of advertising is not necessary. Men chosen must have the ability to work closely with 
many types of people, since they are in constant contact with the advertising agencies, other sections 
of the Advertising Department, and other departments of the Company. They must have a high 
d of imagination and aggressiveness and more than their share of sound judgment. 

ceeg ing our Advertising Department should have exceptionaily strong appeal to men who can 
embrace the concept of spending money to make money, who can orient a product in its field, and 
who can grow quickly to a position where they are performing functions usually handled by the 
president of an average size Company. 


TRAINING AND PROMOTION 


We necessarily employ on a very selective basis for these positions. However, the right man, once 
he is employed, will receive good training and can look forward to excellent progress with regard 
to job satisfaction and financial reward. 

New men are assigned to the types of work outlined above according to the needs of the ent 
and the abilities and inclinations of the individual. The new man begins learning by actually dling 
a responsible job in the group to which he is assigned—working alongside experienced people whose 
responsibility it is to see that he is trained as quickly as ible. 

We believe that the best interests of the man as well as the Company are secured by his “getting to 
work” as quickly as possible in a job that will draw heavily upon his training and ability right from 
the start. These jobs develop good all-around business men capable of shouldering broad management 
responsibilities. There are many opportunities for advancement both within and outside of the 


Advertising ent. 
LOCATION 


All of the positions described above are located in our Cincinnati General Offices. ’ od 
If you are interested, and are a college graduate between the ages of 21 and 28, please write, giving 


full information about yourself to: 
MR. W. L. FRANZ 
Department ALR 1, Gwynne Building, Cincinnati, Ohio 


ARE YOU THIS 
COPYWRITER? 


. .. With fresh, selling ideas. An 
ability to create good, sound ad- 
vertisements, direct mail, sales 
promotion. A desire to write on 
national accounts in a recognized 
agency 200 miles east of Chicago. 
An eagerness to work with others 
of the same caliber who enjoy 
what they’re doing. If you can fill 
these shoes, write with full details 
prior to a personal interview. 


Box 784 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ARE YOU AVAILABLE? 


ACC’T EXECUTIVE 
Solid history in gas appliances 
or relat 
ACC’T EXECUTIVE 
Heavy exp. in steel industry 
ACC’T EXECUTIVE 
Foods or related exp. 
COPYWRITER 
Good print & radio-TV con- 
sumer copy 
For these and other outstanding 
advertising opportunities, 
contact in confidence 
_ George E. Pylkas 
Executive Advertising Consultant 
WABASH EMPLOYMENT AGENCY 
202 S$. State St., Chicage 4, WAbash 2-5020 


T V COMMERCIALS 
FOR AGENCIES WITH TV HEADACHES 


Here is a way to solve the serious problem of 
the agency whose TV billings are not large 
enough to justify building and maintaining a TV 
department. 


Here is how to provide top-grade television serv- 
ices to attract new clients and hold and develop 
old ones. 


| know a thoroughly creative and experienced 
agency man, a pioneer in television—so versa- 
tile that he can create his own story boards and 
stage sets—a musician who utilizes his musician- 
ship in creating TV jingles and theme music—a 
director and producer responsible for the crea- 
tion and production of TV commercials, live and 
film, famous in your home—an expert evaluator 
of spots and packaged shows. 


Now available to work with another non-compet- 
ing Eastern agency or represent a Southern, Mid- 
West or Canadian agency in New York. Write or 
phone 


JOHN ORR YOUNG 
MANAGEMENT CONSULTANT TO ADVERTISING AGENCIES 


113 West 57th Street, New York 19, Tel.: Plaza 7-6616 
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N. Y. ADV.-EXECUTIVE 
Desires Relocate 
SOUTH — SOUTHWEST 
Offers 15 years seasoned experience 


in sales, advertising and merchan- 
dising. Heavy product development 


background. 
Box 786 ADVERTISING AGE 


480 Lexington Ave., N. Y. 17, N. ¥ 


228 S. State * Harrison 7-8608 © Chicago, til. 


Investigate 
our active confidential service 
Betty Clem 


CREATIVE 
ADVERTISING EXECUTIVE 


PROVED BY RESULTS 
Energetic oung manager, lucid 
writer wit consumer, industry 
product successes. Experienced in 
distributor-dealer and direct sales 
methods—with media and direct 
mail. Fast with right ideas and pro- 
duction know-how. Desires chal- 
lenging position. Now advt. mgr. 
with top manufacturer 

Box 788 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


ADVERTISING DEPARTMENT 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 


DEARBORN 2-1062 


PRODUCTION MAN WANTED 


Capable man who knows type-setting, engraving, electrotyp- 
ing, and printing is offered fine opportunity in progressive, 
highly-respected company with branches frem coast to coast. 
Position is with main office located in Madison, Wis., where 

e, recreation, and beautiful lakes are within minutes of 
office. Company benefits include: pension and retirement 


187 N. LASALLE. CHICAGO = :LLINOIS plans, group insurance and other advantages. Please state age 
and ionieh résumé of experience. All applications strictly 
PUBLICITY COMMERCIAL confidential. 
CONVENTION INDUSTRIAL Write to: 


|} DOUG SMITH, 
A ERS. 


A complete placement service 


who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 


ic] 


INC. } 


of Ad men, for Ad men... by an Ad mat 


LARGE EASTERN MANUFACTURER 


Should have three to ten years’ 
experience, preferably in textile, 
plastics, phomaragate or general 
chemical fields. 

Work involves sales, agency and 
customer contact; planning; budget 
preparation and administration; and 
he conception and preparation of 
advertising material. 

Excellent opportunity for ad- 
vancement limited only by ability 
to perform and obtain results. Send 
complete résumé of education, ex- 
perience and salary requirements. 


Box 783, ADVERTISING AGE 
480 Lexington Ave., N. Y. 17, N. Y. 


“Our 45th Year” 


FOOD COPYWRITER $12,000 


Agy. consumer exper. nec. FARM 
EQUIP. COPY, . exper.. .$15,000 
INDUS. COPY, dwest..... $ 8,500 
MKT. RES. degree, 

OE SE eee $ 8,000 


>LADER CORPORATION 
“The Agency's Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110S. Dearborn CE. 6-5353 Chicago 


DO YOU NEED A MATURE, FLEXIBLE 
COPY WRITER 
11 years’ experience all media, chief- 
ly print. Consumer & trade, about 
50-50. Also prom’! mat’l, dir. mail, 
eae. Now with shop, seek 
eavier spot Chicago only. 
Box 785 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Tl. 


We're reaching 
for some stars 


(the writing kind) 


Everyone says good writers— 
star writers—are almost impos- 
sible to smoke out these days. 
That they have to be tracked 
down. Aggocomat through em- 
issaries. Woocd. That they’re too 
busy phones to be 
answering ads like this. 


Maybe. B.1t we have a hunch. 
A hunch that the kind of stars 
we're reaching for are of a 
mind to reach for us. 


Not because we're “top ten” 
big, but because we’re an agency 
who believes that the most im- 
portant job in advertising is 
making ads. Always has been. 
Always will be. And we need 
some more believers (about 
five) like us. In Chicago. 


The only qualification is that 
you're a star ad-maker. Some 
agencies would call you a “sen- 
ior writer.” But we'll go more by 
what you can get out of your 
typewriter than by the date on 

our social security card. The 
kind of a guy who lives and 
breathes every ad he writes. 
Who still gets as excited as a 
cub when he hits the jack pot. 
Who'd rather wrestle an idea 
into words than bat out a slickie. 

Maybe we're dreaming. But 
we don’t think so. We believe 
there are star ad-makers who'll 
believe it’s really living to roll 
up their sleeves and sweat with 
us. (It is!) 

How does it sound to you? 
Worth a letter? Worth gettin 
out of that comfortable slot? 
Worth the effort to make us say 
—“Hey—where’s he been all our 
life?” 

We hope so. And that you'll 
write us at— 


Box 790 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


PUBLIC RELATIONS 


Medium Mid-west agency (not 
Chicago) with separate public re- 
lations department has immedi- 
ate openings for 2 account execu- 
tives capable of broad assign- 
ments in specific fields—(1) In- 
dustrial, (2) Agricultural. Trade 
Publication experience valuable, 
but not required. Must be able to 


OSCAR MAYER & CO., Madison, Wis. 
ATT: Employment Manager 


ATTENTION ADVERTISING AGENCIES 


Are you interested in ing a Chicago Branch Office 
98 Or enlarging pt t Chicago Office? 
A Chicago Agency executive thoroughly experienced in every phase 
of agency operation and management is available. Formerly an 
officer and stockholder in large 4A agency. Has many Midwest con- 
tacts—can immediately secure a complete staff of experienced writ- 
ers, art directors, research, radio, TV and clerical personnel. Has 
handled and supervised major accounts with over $2,000,000 yearly 


The Mi 
BI R CH , soap ' plan and administer programs 
* and write. Send resume, salary 
} service for Adv. - Art & . 
Executive cllied fields. requirements and small photo to 
Placement By appointment only Box 108, Advertising Age, ane E. 
Counselors 59 E. —- a 417 Illinois St., Chicago 11, Illinois. 
— 
FARM PAPER 
ADVERTISING REPRESENTATIVE 
WANTED 


We have a position open on the advertising staff of Prairie Farmer 
(leading farm publication of 400,000 circulation in the Middlewest) 
occasioned by the promotion of one of our advertising men to head 


the Circulation Department. 


The young man we are looking for should know agriculture. He 
should either have lived on a farm, majored in agriculture in col- 
sep, written agricultural copy in an advertising 
a per, or rural newspaper. 
e in Chicago, but will invest most of his 
time among manufacturers and advertising agencies throughout 
the States of Illinois and Indiana. 


If you have the above qualifications and are interested in this 


vertising for a farm 
quarter in our home o 


flowy = phone, wire, or write for an appointment. Our Company 
the most liberal “Te yo ‘ion - 
° ern erson, vertising Manager 
PRAIRIE FARMER 
1230 Washi 
Chicago 7, Illinois 


ency, or sold 
e will head- 


ton Boulevard 


billing. Confident that with right connection he can secure at least 
$750,000 billing this year. 


Box 792 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


CIRCULATION PROMOTION MANAGER OF A MAJOR 
MAGAZINE HAS TWO IMPORTANT JOB OPENINGS 


These are opportunities for two young men in the Circulation De- 
partment of one of America’s important magazines. 

1. Promotion Assistant—We are looking for a young man who has 
had experience in direct mail, has a working knowledge of lists, 
mailing techniques, and general direct mail promotion. 

In addition, we want him to have production knowledge and be 
able to handle administrative detail with a minimum of super- 
vision. 

Perhaps more important than specialized experience are the in- 
tangible qualities that mark a man as major executive material in 
years to come. 

Salary—$6000 a year. 

2. Copywriter—We want a man who can write copy that will sell 
subscriptions by mail. This man must have had professional copy- 
writing experience with an agency or publication. He will be able 
to show samples of successful copy he has written. 

This man is creative, has ideas which he can turn into polished 
copy, can visualize ideas for the art department. 

Experience in direct mail is preferable, but more important is 
good creative writing ability. 

This man will become an important part of a successful promotion 
team. 


Salary—$8000 a year. 

Please write for an appointment giving experience and references. 

Indicate which job you are applying for. All replies confidential. 
Box 787 ADVERTISING AGE 

480 Lexington Ave. New York 17, N. Y. 


“cover” TV 
sentative; 


agency. 


TV-RADIO WRITER 


Wanted by Chicago 
Advertising Agency 


Write television, radio commercials; 
shows as agency repre- 
handle TV production. 
Must also be capable space copy- 
writer. Prefer man with three or four 
years experience, 


ADVERTISING AGE 


not necessarily 
rite fully and in confi- 
dence; our staff knows of this ad. 
Box 791 
200 E. Illinois St., Chicago 11, Illinois 


co 
ART DIRECTOR 


or 
POTENTIAL 
ART DIRECTOR 


If you are an Art Director 
now or a top-drawer layout 
man who feels he has all the 
tools needed to be an Art 
Director, this may be for you. 
We are a large 4-A agency in 
the Middle West and you will 
be assigned specific accounts 
to work on and grow with. 
Salary commensurate with 
ability plus all the extras: 
Pension Plan, Profit Sharing, 
Insurance, etc. Box 782, AD- 
VERTISING AGE, 200 E. l- 
linois St., Chicago 11, Illinois. 


‘ 


-— —-- 


WANTED 


3 Account Executives 


Ogilvy, Benson & Mather needs three first-class account 
executives immediately, to handle new accounts in the 
grocery, cigarette and liquor fields. We would prefer men 
with these qualifications: 


STABILITY: 


not more than three jobs in the last 10 years. 


BACKGROUND: 
Should include experience in research, merchandising or selling. 


ABILITY: 


you must be able to write well-organized marketing plans, to con- 
duct orderly meetings, and to sustain a high level of promotional 


ingenuity. 
ENERGY: 


you must be prepared to work extremely hard, under great 


pressure. 


WRITE SHELBY PAGE, Vice President and Treasurer 


OGILVY, BENSON & MATHER 


589 Fifth Avenue, New York 17 
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